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1. Abstract 
 
The aim of this research paper is to investigate if a brand can affect consumer behaviour by 
providing brand experience in the retail through nudge. Theories of nudge, brand experience and 
consumer behaviour were taken into consideration not only to design an experimental intervention 
but also to analyse the behavioural responses provoked by the nudge. A hypothesis was tested to 
verify our assumptions about nudging as a tool that brands can utilize to affect consumer behaviour 
and benefit from it by increasing brand equity and product sales. In order to do so, the experiment 
was developed in the retail (Fakta supermarket) with BKI coffee. The external intervention consisted 
in triggering consumers’ visual and olfactory senses. The conclusions were deriving from different 
sources of data such as observations and questionnaires, from which there was a possibility to 
provide some recommendations for BKI brand. 
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2. Introduction 
 
The first chapter will elucidate the main issues that will be examined in this research report. The 
introduction begins with an overview of the topic. Firstly, the problem area will be presented, 
followed by the problem formulation, the research questions and finally will define the environment 
of the experiment trough statistics.  
 
2.2 Problem Area 
 
Experiential marketing is the relatively new management philosophy (Tsaur, Chiu, & Wang, 2006, p. 
48) that tries to immerse the consumers within the product by engaging as many other human senses 
as possible. Therefore its final goal is to form a memorable and emotional connection between the 
consumer and the brand (Attack! Marketing, 2013). On the other hand, nudge is defined by Richard 
Thaler and Cass Sunstein in their book as an intervention easy and cheap to avoid but that alters 
peoples’ behaviour in a predictable way (Thaler & Sunstein, 2009). Some examples of this technique 
are: Apples at an eye level to encourage healthier habits at home; and flies in urinals to get better 
marksmanship in public toilets. Nudge has been used in marketing to help people ‘learn’ about the 
brand, before moving on to immersive content and tools that make people ‘live’ or and eventually 
‘share’ the brand (Boulton, 2010).  
 
Thus, experiential marketing uses nudging in order to make the first approach to provide consumers 
with brand experience, which are the subjective, internal consumer responses (sensations, feelings, 
and cognitions) and behavioural responses evoked by brand-related stimuli that are part of a brand’s 
design and identity, packaging, communications, and environments (Brakus, Schmit, & Zarantonello, 
2009). 
 
Taking into consideration that the consumer behavioural trends of personalization, virtualization, 
mobility and interactivity are delivering customers who both want to be involved with brands and to 
be seen to be involved, but that at the same time, the opportunity to really delight a customer and 
offer a winning engagement experience in the retail channel is a little limited as the customer is 
leaving the store (Gordon, 2013). Because in the retail consumers have a wide variety of choices and 
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it is hard for a brand to distinguish itself from the others, every small detail counts when is about 
attracting consumers, and the visual factor becomes crucial, especially within the same price segment 
(Rajput, Kesharwani, & Khanna, 2012, p. 20). For this reason, brands incur costs for better product 
location in the supermarket and attractive packaging (Zameer, Waheed, & Shawana Mahasin, 2012, 
p. 357). 
 
 
As experiential marketing builds customer relationships for the long term, generates sales in the short 
term, increases awareness of the brand and drives word of mouth (Jack Morton Worldwide, 2009). It 
also causes consumers to have an increased positive brand attitude, which in the long run generates 
brand loyalty and influence purchase decision. (Wood, 2000) Therefore, a brand experience 
challenge for brands in the retail is to get closer to and immerse the customer in a short but 
memorable experience. Engaging with customers’ different senses is an opportunity to differentiate 
from competitors. 
 
Because humans translate external odour information into behavioural outputs (Weiss, Secundo, & 
Noam, 2014), we want to analyse the possibilities for a brand to engage with customers in the retail 
throughout a nudge in form of olfactory stimulus; discover, if by doing this, marketers can affect 
retail’s consumer behaviour making people buy as specific brand. We based our assumption on the 
fact that the nudge can facilitate brand experience, which is needed to increase brand awareness and 
consequently affect buying behaviour.   
 
To develop our research, we have decided to do an experiment in which we will set up an olfactory 
stimulus (nudge) in a retail shop. We have chosen to experiment with a coffee brand due to coffee 
consumption has steadily increased since the turn of the century and has made coffee the world's 
most widely traded tropical agricultural commodity (International Coffee Organization). 
Furthermore, Denmark is the fourth country with highest coffee consumption per capita (Simpson, 
2014) and the product is primarily bought in supermarkets (Marketline, October 2014), where there 
are different brands competing with each other such as: Mondelez International (Gevalia, Tassimo), 
DE Master Blenders 1753 (MerrildKaffe and Senseo), Nestle (Nescafe), BKI foods (BKI, Chistgau 
and Black Coffee Roasters) and Peter Larsen Kaffe.  
 
This research will investigate, with an experiment, the possibilities to influence consumer behaviour 
in the retail business by using nudge to provide brand experience. A nudge will be designed to 
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engage with customers at an olfactory sense level and find out if it can provide the necessary brand 
experience to affect buying behaviour. The experiment will be made with “BKI” coffee brand in 
“FAKTA” supermarket. 
 
Problem formulation 
 
How can a nudge help a brand in the retail channel to engage with costumers, affect their behaviour 
and benefit from it? 
Research questions 
 
• How can “BKI” coffee brand use nudge to provide brand experience? 
• How does olfactory stimulation affect consumer behaviour? 
• How can brand experience affect brand equity? 
 
2.2 Coffee in Denmark 
 
In order to answer our research question and to apply the principles of nudging throughout an 
olfactory stimulus in the retail, we have chosen to work with BKI coffee brand. An explanation and 
description of the relevance of our choice will follow. 
Coffee 
 
Coffee consumption has increased for the past ten years (UNCTAD United Nations Conference on 
trade and development, 2012). In 2011 almost 138 million of coffee bags were consumed, compared 
with 132, 5 million bags in 2009 (Albert, 2013).(see appendix A and B) Denmark is one of the front 
leaders when looking at coffee consumption per capita, even though its price is also one of the most 
expensive (Simpson, 2014). In 2013 Denmark was ranked 4th with 1, 2 cups per day per capita, 
behind Netherlands with 2, 28 cups, Finland and Sweden (Simpson, 2014). (Appendix C) Beside 
this, in 2013 coffee in Denmark was the product with highest market share in the hot drinks category 
with 59, 9% of the total market value, above tea with only 8, 7%.(appendix D) 
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According to the International Coffee Organization Report, in 2011 roasted coffee accounted for 
94.3% of total coffee consumption in Denmark compared with only 5.7% for soluble coffee 
(International Coffee Council, 2012). It should be noted however, that consumption of soluble coffee 
increased significantly, accounting for 8% of the total in 2014 compared with 2.8% in 1997. 
Euromonitor’s coffee market research report concludes that instant coffee is becoming more popular 
in Denmark showing a 7% increase in retail volume terms and reached 1,687 tons (Euromonitor, 
2015).  The world’s leading independent provider of strategic market research claims with its report, 
not only that instant coffee is gaining momentum due to its convenience and quick preparation, but 
also that it is very appealing to younger consumers, who live faster-paced lives these days. 
Importantly, the report suggests that another factor supporting the growth of instant coffee in 
Denmark is the improved quality of the products, and it affirms that competition between producers 
in this category is very hard as consumers are often very loyal to their preferred brands 
(Euromonitor, 2015). 
In Denmark five companies (Mondelez International with Gevalia and Tassimo brands; DE Master 
Blenders 1753 with MerrildKaffe, Café Noir and Senseo; Nestle with Nescafe; BKI foods with BKI, 
Chistgau and Black Coffee Roasters; and Peter Larsen Kaffe) are responsible for about 90% of the 
retail and the horeca market (home, restaurants and cafes), while fifteen to twenty micro roasters 
make up the rest (Valeur, 2013, p. 174). The big ones dominate in supermarkets while the micro-
roasters are found in speciality shops and in the out-of-home market (Valeur, 2013, p. 175). Danish 
consumers are in top tier as well as in demand for sustainable products in general and in particular 
regarding coffee. About 40% of coffee consumers are regular buyers of fair-trade certified products, 
and sales of Fairtrade coffee have been growing over the last years. Consumers of certified coffee are 
more loyal to the brand and less price sensitive because of their concern for the farmers that produce 
it and their preference for healthier products (Valeur, 2013, p. 176).  
Fakta 
 
In 2014, it was reported that 85,2% of hot drinks distribution in Denmark was made through 
supermarkets or hypermarkets, whereas specialist, convenient and independent stores counted for 
less than 11% (appendix E) (Marketline, October 2014, p. 13) 
From the retail shops that were contacted, Fakta accepted to help us not only by allowing us doing 
the experiment in one of its branches but also by providing us with historical data, which was 
essential to analyse the results of our experiment.  Fakta supermarket was included in the list of the 
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most valuable brands in Denmark in 2014, reaching 505 millions of dollars (appendix F) (Statista, 
2015).  
BKI 
 
In 2014 BKI Foods was the second market leader in coffee in Denmark with 24% of retail volume 
sales just behind MerrildKaffe with 28% (Euromonitor, 2015). Both companies, BKI and Merrild are 
present in all coffee categories, fresh coffee beans, fresh ground coffee and instant coffee.  
 
Definitions of concepts 
 
Brand: A brand can be characterized as “a name, term, sign, symbol, or design, or a combination of 
these, intended to identify the goods or services of one seller or group of sellers and to differentiate 
them from those of the competitors.” (Kotler & Keller, 2009, p. 151). 
Consumer: In this project consumer is defined as an individual who consumes a coffee brand. 
Costumer: In our research report we define a costumer as an individual who purchases commodities 
in Fakta. 
Brand loyalty: a costumer’s engagement to re-purchase or re-patronize a selected commodity or 
service in the future although circumstantial influences as well as marketing achievements acquire 
the potential to generate altering behaviour. (Kotler & Keller, 2009, p. 84). 
Positioning: the act of outlining the business' contribution as well as image in order to operate in a 
divergent place in the “target market’s mind” (Kotler & Keller, 2009, p. 366). The aim is to pinpoint 
the brand in the consumers conscious to enlarge the potential profit to the company.  
Retailer (Retail Store): all business companies whose sales volume stems principally from retailing 
(Kotler & Keller, 2009, p. 271). 
Value for money: is a subjective concept “based not only on the minimum purchase price (economy) 
but also on the maximum efficiency and effectiveness of the purchase” (value for money, 2015). In 
other words, an individual considers that he/she bought a product for the right price and right quality. 
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3. Methodology 
 
In the second chapter, we will discuss the methodological approaches of our research paper. The 
methodology begins with the philosophy of science, followed by the data collection techniques, 
types of methods, research design, reliability and validity and finally the limitations. 
 
 3.1 Philosophy of science 
 
The aim of this chapter is to get a concise overview of our epistemology and ontological stance, 
which function as our scientific theoretical framework within the project.  
The philosophy of science which guides this project is inspired on the one hand of critical realism 
(the open system approach; the experimental approach); on the other hand on a behaviourist 
approach (aka Skinner) which aims at studying (predicting) individual behaviour. These inspirations 
characterize the experimental setting of the project. In the last part of this section, we will discuss the 
implications, strengths and weaknesses of this discussion to frame the experiment/project in 
objectivism rather than within in a more perspectival philosophy of science (Wood, 2000). 
 
Epistemology  
 
The aim of this project is to design and carry out an experiment for the purpose of attempting to 
stimulate consumer behaviour in a particular direction by using nudge. According to Bryman (2004), 
the definition of epistemology is, “what is (or should be) regarded as acceptable knowledge in a 
discipline”, explained with other words various kinds of knowledge. The epistemology stance of this 
thesis is founded on critical realism, due to that we want to implement nudge technique to provide 
brand experience and affect consumers behaviour by increasing their awareness and consequently 
make them buy a specific brand. (Bryman A. , 2004)  
Critical realism seeks to analyse any deeper lying mechanisms that are made to create an empirical 
phenomenon. According to Roy Bhaskar, the founder of critical realism, the concept 'reality' consists 
of three branches namely; the empirical, the actual and the real (which is the main branch in critical 
realism). The empirical branch involves things that can be observed by humans, things that occurs 
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and exists in line with human's direct experience. The actual branch concerns things that occurs, but 
is recorded by the researcher or any other observer. And last, the real branch comprises any 
productive mechanisms of “different events and other 'surface phenomena'.” Basically, critical 
realism seeks to examine and identify relationships and non-relationships to differentiate between 
human experiences, the actual events and the mechanisms behind which produce the events in the 
world. (Alwesson & Skoldberg, 2009)  
However, due to the small scale setting of the experimental situation and our emphasis on 
understanding consumer behaviour and not complex causal mechanisms at a broader societal level, 
our epistemological approach resembles a behaviourist approach where we seek to understand 
relations between stimulus and responses in a consumer situation.  
In our project, we implement theories about nudge, as well as consumer behaviour in the retail and 
brand equity. The consumer behaviour theory will help us to understand how customers act, what 
they need and want in the retail, which give us the knowledge to design an appropriate nudge that 
can affect customer behaviour. Furthermore, we utilize nudge to provide brand experience to 
customers, increase their brand awareness and consequently make them buy the brand. This is due to 
the fact that we want to know whether brand experience increases brand awareness and thus buying 
behaviour in the retail. Critical realism and behaviourism are both objectivist epistemologies, and in 
our project we also seek to understand how consumer behaviour is not merely about responding to 
the environment, but also about how consumers interpret and experience this situation.  
 
Ontology 
 
Ontology refers to the nature of the social existence. In our case, ontology is how we view the 
consumers and how we theoretically conceive of the consumers relations to the brand (Bryman A. , 
2012). Ontology consists of two predominant branches of ontology, objectivism and constructivism 
respectively.  
At the most abstract level, ontology consists of two predominant branches of ontology, realism and 
constructivism respectively (Bryman A. , 2012). At the level of the central theoretical assumptions of 
the study, ontology is about the assumptions about actors, societies and organisations that can also be 
viewed either in a realist sense or in a more constructivist perspective (Olsen & Pedersen, 2008).  
In our project we stress the role of the reality that is independent from human’s consciousness, in 
Nudging consumer behaviour in the retail channel 
  
14 
 
which they have immediate contact with reality via sense perception. This means that people make 
unconscious decisions about the brand purchase through their senses in that direct moment they 
experience reality. Accordingly, the ontological stance of our project is the concept of realism. 
Realism believes that the social phenomena and their intentions possess an existence which is 
separate or individual of social actors. (Bryman A. , 2012) 
Based on critical realism, our assumptions of our actors and the theoretical level that makes them act 
the way they do is that through brand experience we can increase their brand awareness and therefore 
the consumers buying behaviour. Our research will show how consumers perceive the brand, and 
also how they behave towards the brand during an experiment by engaging their senses. We will 
investigate how nudge (through visual and olfactory stimulus) can help our assumption about brand 
experience and consumer behaviour to be applied in the retail, which has been proved to have a low 
level of involvement of costumers because they make choices very quickly after minimal search and 
price comparison. 
 
3.2 Data collection techniques 
 
This research paper will test the theory with a concrete, controlled, artificial experimental setting. 
The setting is based, according to the theory and secondary source research, on the fact that 
brands use nudging to first approach consumers, which would subsequently result in them 
experiencing the brand and, thus, affect their buying behaviour. Because humans translate 
external odour into necessary behavioural outputs (Weiss, Secundo, & Noam, 2014) we designed 
an olfactory and visual intervention to nudge and at the same time engage customers with the 
brand. We set up an experiment to corroborate such hypothesis. We observed and measured 
variables such as consumer awareness and purchase decisions during the experiment and compare 
them with their trend before and after the experiment throughout the triangulation method to 
obtain the real effects of our set up, thus, validate the results (Hammersley, 2008, p. 23).   
After the experiment we will able, not only to either confirm or refute our hypothesis, but also to 
make new hypothesis about the design of our nudge setting. It will drive useful knowledge to 
marketers in the retail industry about influencing consumer behaviour throughout nudge and 
brand experience. 
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3.3 Type of methods 
 
The experimental method 
 
“Experimentation is that research process in which one or more variables are manipulated under 
conditions which permit the collection of data which show the effects, if any, in unconfused 
fashion." (Boyd & Westfall, 1989) 
The experimental method consists in testing a theoretical assumption of causality between 
independent or “manipulated” variables and dependent or “measured” variables according to an 
experimental design. The goal is to understand the basic concepts in experimentation but also to 
ensure the most valid, reliable results (Boyd & Westfall, 1989).  
 
The experimental method consists in the following features that were applied to our investigation: 
Theoretical hypotheses 
 
Before starting this experiment, the hypothesis was determined in order to provide the guide 
design and to control the internal and external variables. The hypothesis was: 
 
If we make a coffee brand visible in the supermarket and produce coffee smell in its location, 
we can attract consumers, introduce the brand to them and allow them to experience 
olfactory and visually the brand. This will increase the brand awareness and impact 
consumers’ buying behaviour. 
 
To answer this hypothesis, the experiment was designed. 
 
Definition of variables 
 
The dependent variable is the output of the experiment, the objective this research focus to 
investigate (Boyd & Westfall, 1989), which in our case were BKI brand awareness and BKI sales 
in Fakta supermarket.  
An independent variable is a parameter that varies without being influenced by other parameters of 
the experiment. This usually corresponds to exogenous parameters or imposed by nature (Boyd & 
Nudging consumer behaviour in the retail channel 
  
16 
 
Westfall, 1989). In the experiment the independent variable is the input, which corresponded to the 
sensorial intervention that will be called “the stand” in this paper from now on. The stand consisted 
in one table 1,30 m high, where a stove was placed with two pots filled of BKI coffee that kept them 
warm during the experiment and produced the olfactory stimulus.  Next to the stove, a basket with 
packages of BKI coffee was placed, along with a tray full of coffee beans and three candles that were 
glowing during the experiment. A small blackboard, which said “enjoy the smell of BKI” 
accompanied the decoration, as well as a price tag. Under the table there were placed three boxes of 
BKI coffee product. (appendix G) 
There have been considered other independable variables that despite cannot been controlled, they 
can affect the dependable variables. Such variables are: weather, visitor rate in Fakta, temperature 
and wind inside the shop. 
 
Causality  
 
“Causality refers to the relationship between events where one set of events (the effects) is a direct 
consequence of another set of events (the causes). Causal inference is the process by which one can 
use data to make claims about causal relationships” (Sekhon & Hidalgo, 2011) 
To understand causality of our experiment we identified the cause and effect relationship between 
the variables and depicted it in the following graph.  
FIGURE 1. CAUSALITY AND EFFECT RELATIONSHIP 
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Measurement of Variables: The triangulation Method 
 
Mixed method technique was used in order to verify the hypothesis and answer the problem 
formulation correctly, which at the same time gave greater validity to the results. According to 
Bryman, both qualitative and quantitative techniques were combined in order to triangulate results, 
which mean that the findings were cross-checked (Bryman A. , 2012). The triangulation technique 
increases validity of an analysis established “…on a single source of data by recourse to at least one 
further source that is of a strategically different type.” (Hammersley, 2008, p. 23).   
The qualitative and quantitative method techniques that were used during the experiment were the 
following: 
Qualitative: According to Bryman qualitative research technique emphasizes words than numbers. 
During the experiment, qualitative data was gathered through observations by us, the researchers. We 
did not only observe what occurred during the experiment but also recorded it in order to analyse 
consumer’s reactions.  
Quantitative: Differently from qualitative research technique, quantitative strategy emphasizes 
numerical data in the analysis. Quantitative data analysis was possible due to questionnaire 
conduction to 378 Fakta customers and coffee sales report provided by the supermarket.   
 
a) Sales report: 
Historical sales information of BKI coffee and its competitors in Trekroner Fakta branch were 
provided. It consisted in sales reports of the last 12 months, as well as the coffee sales of the week 
before, the week of and the week after the experiment. Such information allowed us to see consumer 
trends in the specific location, which enabled us to determine the real impact of the experiment in 
BKI sales.  
 
b) Questionnaire conduction: 
Questionnaires are built with questions that measure separate variables and includes questions on 
preferences, behaviours and facts. As a type of survey, questionnaires also have many problems 
relating to question construction and wording that exist in other types of opinion polls.  
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For our experiment we conducted three different questionnaires taking into consideration the 
customer purchase (see appendix I) Questionnaire 1) or “BKI consumers” was used with people 
who bought BKI coffee during the experiment. Questionnaire 2) was answered by buyers of all the 
others coffee brands. And questionnaire 3) was answered by those who did not buy coffee in Fakta. 
The questions in all questionnaires were closed in order to make them understandable, easy to 
answer and less time consuming for the respondents. Although, it is true that closed questions limit 
the respondent’s answer by a set of options, it allowed us to easily and accurately process the data 
(Bryman A. , 2012).  
Both the questionnaire and the sales report were a complement of each other, as we could relate sales 
figures with customers’ answers and thus validate results. This permitted us to see if the olfactory 
stimulus (coffee smell) had an impact on customers’ purchase decision of coffee, more specifically 
BKI brand; understand customers’ feelings and thoughts towards the intervention and BKI brand; as 
well as understand the reasons behind consumer behaviour in the retail.  
 
Experimental design 
 
The protocol of the experiment was: 
1. Contacted and partnered with Fakta supermarket: Gathered historical information on 
BKI’s sales and its competitors’. 
2. Elaboration of the stand and the questionnaires, definition of work days and the duration 
of the experiment. 
3. Execution of the experiment 
4. Record consumer behaviour with a camera during the peak hours and use questionnaires 
to obtain customers feelings and thoughts towards BKI brand and the intervention during 
one week period (From 14th to 20th April 2015 between 2pm and 5 pm). During the 
intervention, two members of the project asked the questions to the customers once they 
have bought their things.  
5. Analyse records and feedback to determine the results  
6. Compare the results with results found before to validate or invalidate the results 
 
3.4 Research design  
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Experiment was conducted in order to verify the theories practically and answer the problem 
question. The theories of consumer behaviour and nudge helped us to develop an appropriate 
intervention in the retail and show us the possibility of influencing consumers in the retail by 
engaging their senses with the brand. Consumer behaviour also allowed us to better analyse the 
results of the experiment, to understand the reason behind consumer preferences, what influences 
and what processes dictate their purchase decision.  
1) Nudge: The experiment was conducted according to nudge theory. It was used as a core tool, 
which created some rules how to use marketing power in order to attract possible BKI’s 
consumer in FAKTA. This is a technique, which was applied and provided the answer of the 
hypothesis if nudge can affect consumer behaviour. This was measured through consumer 
behaviour theory. The main expectations while using this theory was: 
  
How relevant is brand experience to affecting retail customer’s behaviour?  
Can nudge increase brand awareness?  
 
2) Consumer behaviour theory is consisting from these parts: 
 
What influences consumer behaviour? This part of the theory was helping to analyse BKI’s coffee 
possible consumer choice influence factors before coming in the supermarket. The background of the 
possible consumer is very essential because it was influencing individual’s purchase decision 
indirectly. (Statistical data was collected in order to know more about coffee consumers and was 
revealing the relevant factors influencing the decision).   
The buying decision process: the five stage model. BKI product’s evaluation process, which is 
influenced by attitudes and beliefs acquired by experience of the product in direct and indirect way, 
leads to buying decision. This part was focusing on the optional decisions, which BKI’s consumer 
made. The data from the questionnaires and observations was collected in order to observe, how 
consumer was making their decisions. 
3) Brand equity:  
This part of the theory was focusing on the significant impacts of brand awareness, associations with 
it, loyalty. This theory was focused on the consumer perspectives, understanding how knowledge 
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about the brand and their personal perceptions are impacting the process of building positive brand 
attitude. The brand equity was explaining how brand appears in consumers mind through their 
learning and experience in a period of time. It was measured trough the questionnaire and 
observations in this.  (Kotler & Keller, 2009, p. 150-152) 
FIGURE 2. THE RESEARCH DESIGN  
 
3.5 Reliability and validity 
 
Reliability and validity are very important factors while evaluating the quality of the research and the 
analysis of the results. Validity includes theories, research methods, data collection and analysis, 
which helped while answering the main questions in the analysis of the project. It emphasizes if the 
research paper measures the point which needs to be measured. Reliability is concerned if the data 
collected are reliable and if the result produced is same again and again. (Justesen & Mik-Meyer, 
2013, p. 38-39) 
 
Reliability 
 
In order to increase the degree of reliability data there was collected from various different articles 
and books, which could be trusted as a reliable source. The higher degree of reliability was reached 
Experiment
• Nudge theory:helped to conduct the experiment and give the 
understanding how the main experiment variables works
Experiment 
influence
• Consumer Behavior theory in the retail: provided the understanding of 
purchasing decisions and the process behind it
Outcomes
• Brand equity: provided the outcomes, what nudge variables could 
deliver and why it was relavant for the brand equity 
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in this research through adding all the details such as: sales reports, statistics and etc. in the 
appendix in order to make the possibility for the reader to go deeper through the research analysis. 
It allowed to identify the causal relationships (explanations). (Justesen & Mik-Meyer, 2013, p. 38-
39) If the conduction of the project was correct, the researchers will be able to perform exactly the 
same experiment, under the same conditions, but could not generate the same results, because of 
considering a random population. The goal was to fulfil all of the requirements of testability. 
 
Validity 
 
In order to make the source reliable and valid the conclusions was not only based on the 
experiment. There was another source, which analysed the outcomes of the experiment and allowed 
to generate the last conclusion. Questionnaires will be the other source, on which conclusions will 
be based on. From the questionnaire, there was expected to get some reliable data, where the 
consumers provide the answers, which was further integrated in the analysis based on sales 
numbers. The idea of using the triangulation method, which included different type of sources, 
derived from a possibility to reduce the chance to accomplish wrong conclusion. In this research 
conclusion was closest to reality in a way of using different methods, which had different possible 
threats. (Hammersley, 2008) The experimental design was structured and encompasses all of 
the steps of the scientific research method. Even if the results were great, sloppy and inconsistent, 
the design of the experiment will compromise the integrity. So the interest was not only in the 
results, but also how the results could be explained and interpreted in the analysis. This was done 
according to the survey statistics, from which there was possible to find out the reasons behind the 
results.  
 
3.6 Limitations 
 
There were some limitations to our analysis that will be discussed in the following section.  
Firstly, as illustrated in the appendix J (graph 1 and 10), Fakta sold 249 BKI packages in March, the 
month before the experiment. In March, BKI reached the highest sales of the last 12 months whereas 
for its competitors the month did not mean a significant increase in sales. The sales trend of BKI had 
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been increasing steadily from November 2014, whereas for its competitor was more unstable. 
Because of this reasons sales results during April were not able to show the real impact of the 
experiment in changing consumer behaviour.  
Second, there were some restrictions of time for executing the experiment as it was only possible to 
do it for one week and during specific hours due to demands of Fakta’s manager. Because coffee is 
not a product that people buy every day as normally a package of coffee is between 400 grams and 
lasts minimum between two weeks and one month depending on the consumption, type of coffee and 
consumer preferences; the authorized length to undertake the experiment in Fakta (one week) was 
not the ideal to analyse the benefits that nudge can bring to BKI.  
The permitted time period of the experiment each day was between 2:00 and 5:00 pm, which was 
convenient for Fakta’s manager as it is not the busiest time of the shop so the needed space for the 
experimental intervention did not disturb their operations. However, a busiest time could have 
provided more answers to better evaluate the effects of the nudge.  
Other limitation we encountered was the measurement of the variable “awareness” that was asked in 
the survey to customers that did not know BKI before the experiment referring to their knowledge of 
the brand after the intervention (Are you aware of the brand now?). Despite the explanation of the 
meaning to the respondents, there is no assurance about their understanding of the meaning and 
therefore their answers might not represent reality. Beside this, awareness was also measured 
through video recording but subject to the observer’s judgment such as ‘subsequent attention to the 
product’ when deciding whether a customer was aware of the stand. 
  
Nudging consumer behaviour in the retail channel 
  
23 
 
4. Theoretical framework  
 
In the fourth chapter, the theories implemented will be presented. The theoretical framework begins 
with experiential marketing, brand experience and nudge, followed by consumer behaviour and 
consumer brand theory (brand equity).   
 
4.1 Experiential Marketing, Shopping Experience and Brand Experience 
 
“Experiential marketing by its very nature is a dialogue that consumers cannot ignore, not because 
they're being forced into it, but because it engages with them on a personal level.” (Marketing Made 
Simple, 2015) 
Experiential marketing is an emerging marketing management philosophy. Firms which adopt this 
concept would exert themselves to offer their consumers a memorable experience. Experiential 
marketers view consumers as rational and emotional human beings who are concerned with 
achieving pleasurable experiences. Schmitt (1999) suggests that the degree to which a company is 
able to deliver a desirable experience will largely determine its success in the global marketplace. 
The empirical research is still waiting to examine the effects of experiences of experiential marketing 
on the consequent consumer’s behaviour (Tsaur, Chiu, & Wang, 2006). 
Different business people and scholars (Brakus, Schmit, & Zarantonello, 2009) (Brakus, Schmitt, & 
Zhang, 2008) have defined the term “experiential marketing” agreeing that it is a wide strategy that 
focuses primarily on helping consumers experience a brand. In order to do it, experiential marketing 
is composed with a variety of other marketing strategies.  The agency Attack! Marketing -specialized 
in promotional, experience and talent services- explains that experiential marketing tries to immerse 
the consumers within the product by engaging as many other human senses as possible. Therefore its 
final goal is to form a memorable and emotional connection between the consumer and the brand so 
that it may generate customer loyalty and influence purchase decision (Attack! Marketing, 2013). 
The Jack Morton’s "2009 Marketer's survey" revealed that the majority of marketers believed 
experiential marketing builds customer relationships for the long term. They also agreed that it 
generates sales and leads in the short term, increases awareness of the product, drives word of mouth 
and can align internal audiences with business goals (Marketing Made Simple, 2015). 
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Experiential marketers view consumers as rational and emotional human beings who are concerned 
with achieving pleasurable experiences (Schmitt, 1999). Schmitt suggests five different types of 
experiences, or “strategic experiential modules (SEMs)”, that marketers can create for customers: 
sensory experiences (SENSE); affective experiences (FEEL); creative cognitive experiences 
(THINK); physical experiences, behaviours and lifestyles (ACT); and social-identity experiences 
that result from relating to a reference group or culture (RELATE) (Schmitt, 1999). Consequently, 
these brand-related stimuli develop a brand experience scale in four dimensions: sensory, affective, 
behavioural, and intellectual. (Brakus, Schmit, & Zarantonello, 2009). Brand experience is 
conceptualized as “subjective, internal consumer responses (sensations, feelings, and cognitions) and 
behavioural responses evoked by brand-related stimuli that are part of a brand’s design and identity, 
packaging, communications, and environments” (Brakus, Schmitt, & Zhang, 2008) 
So far we distinguish two terms that are closely related but different from each other: experiential 
marketing and brand experience. The former being the mean and the latter being the aim. Brand 
marketing is thus, in charge of generating brand-stimuli that will create brand experience and result 
in consumers’ responses and behaviours. It is important to clarify that experience: 
 May include specific feelings, not just an overall “liking.”;  
 does not presume a motivational state as experiences can happen when consumers do not 
show interest in or have a personal connection with the brand; (≠involvement) 
 is not an emotional relationship concept. Although over time, brand experiences may result in 
emotional bonds, emotions are only one internal outcome of the stimulation that evokes 
experiences. (≠brand attachment) 
 does not occur only after consumption; they occur whenever there is a direct or indirect 
interaction with the brand. It does not need to be surprising; it can be either expected or 
unexpected. (≠consumer delight) (Brakus, Schmit, & Zarantonello, 2009) 
Relating to this last point, consumer and marketing research has shown that the direct interaction 
happens also when customers search for products, shop them and receive a service (Brakus, Schmitt, 
& Zhang, 2008). Furthermore the term “shopping and service experiences” refers to the situation 
when a consumer interacts with a store’s physical environment, its personnel, and its policies and 
practices (Hui & Bateson, 1991) (Kerin, Jain, & Howard, 1992). Thus, research in this area 
investigates how atmospheric variables and salespeople affect the experience (Arnold, Reynolds, 
Ponder, & Lueg, 2005) (Boulding, Ajav, Staelin, & Zeithaml, 1993) (Jones, 1999) 
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When consumers search for, shop, and consume brands, they are exposed not only to the product 
attributes, but to various specific brand-related stimuli, such as brand-identifying colours, shapes, 
typefaces, background design elements, slogans, mascots, and brand characters. These brand-related 
stimuli appear as part of a brand’s design and identity (e.g., name, logo, signage), packaging, and 
marketing communications (e.g., advertisements, brochures, Web sites) and in environments in 
which the brand is marketed or sold (e.g., stores, events). They constitute the major source of 
subjective, internal consumer responses, which we refer to as “brand experience” (Brakus, Schmit, & 
Zarantonello, 2009). 
That being said, we can conclude that experiential marketing is in charge of providing consumers 
brand experiences that can occur while shopping (note that the terms brand experience and shopping 
experience are not the same but can have place at the same time, moment and space). And because 
brand experience affects consumer behaviour, in the point of sale it affects purchase decision. 
 
Nudge, Nudge Marketing and Brand Experience 
 
Nudge is defined as an intervention easy and cheap to avoid but that alters peoples’ behaviour in a 
predictable way (Thaler & Sunstein, 2009). Some examples of this technique are: Apples at an eye 
level to encourage healthier habits at home; and flies in urinals to get better marksmanship in public 
toilets. In order to create a nudge it is important to be aware of the three W’s: who the intervention 
affects, what type of behaviour is intended and how the change will be accomplished (Thaler & 
Sunstein, 2009). Do not feel surprised if this seems familiar. Yes! Marketing and nudge have the 
same aim and that is affecting people’s behaviour.  
For this reason, nudge has been applied in marketing and there is even a new word in the dictionary: 
Nudge Marketing. As the name suggests, it is defined as “the narrative of introductory content that 
helps people ‘learn’ about the brand, before moving on to immersive content and tools that help 
people ‘live’ and eventually ‘share’ the brand. Its strategy is less about a quick sale and more about 
deepening engagement, loyalty and advocacy. Thus, it integrates content across channels with 
increasingly experiential engagement at each touch-point. Moreover, it is about an intelligent system 
that analyses what content individuals are responding to and uses this to inform the content strategy 
for those individuals’ peers” (Boulton, 2010). In other words, nudge marketing implies or facilitates 
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experiential marketing and therefore builds brand experience, which in turn affects people’s 
behaviour.  
Nudge is used in marketing as a tool that starts the mutual learning process, in which brand and 
audience learn more about one another, and eventually, once a level of trust is established, the 
consumer will have an innate predisposition to the brand. This is nudging a potential customer 
directly from awareness to consideration to purchase in a single journey (Boulton, 2010). 
As the majority of consumer decision making occurs in the store, suggesting that consumer 
information processing is more bottom-up than top-down in nature (Hoch & Deighton, 1989). Long-
standing surveys of supermarket shopping behaviour have found that only about 1/3 of purchases are 
specifically planned in advance of visiting the store (Dagnoli, 1987). Second, consumers show a low 
level of involvement with most of these in-store decisions, making choices very quickly after 
minimal search (Hoyer, 1984) and price comparison (Dickson & Sawyer, 1990). This cursory level 
of information processing suggests that simply increasing the salience of products could have 
significant effects on purchase behaviour (Drèze, Hoch, & Purk, 1994). 
For this reasons our investigation will focus in creating an adequate nudge for costumers in the retail 
taking into consideration the sensorial dimension of brand experience because perception is 
something that human beings are unable to avoid and dictates decisions (Schmitt, 1999). In the next 
section we will show the characteristics of the olfactory system that encouraged us to create an 
olfactory stimulus in order to catch costumers’ attention and engage them with a brand both, 
consciously and unconsciously.   
 
Olfactory System: From Odour Molecules to Motivational Behaviours 
 
One of the basic functions of the human brain is to process sensory information about the external 
world. This processing is done with reference to one’s internal state to choose and evaluate salient 
objects so that one can express appropriate emotional, motivational and behavioural responses. For 
example, while the detection of food odour may lead to food search behaviours follow by eating, the 
expression of these behaviours is also dependent on internal states as hungriness and thirstiness 
(Touhara, 2014). But do we translate external odour information into necessary behavioural outputs? 
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The olfactory system comprises two phases: inhalation and exhalation. During the inhalation phase, 
odorants in the external world are drawn together with air, into the nasal cavity and thus activate 
olfactory sensory neurons in the nose. Although it takes time for inhaled odorants to reach and then 
activate olfactory sensory neurons, the response of these neurons starts at the rising phase of the 
inhalation, continues during the rest of the inhalation phase and then declines during the exhalation 
phase (Weiss, Secundo, & Noam, 2014). The “odorant receptor input-behavioural output” translation 
is a form of simple reflex-like neural connections between olfactory sensory neurons and the motor 
circuits responsible for specific behavioural output. All axons of olfactory sensory neurons synapse 
with neuros in the olfactory bulb, which is developmentally an expansion forward of the cerebral 
cortex. This is, that contrary to the other four sensory systems, olfactory sensory neurons are directly 
connected with cerebral cortex networks (Weiss, Secundo, & Noam, 2014).  
During the exaltation phase the central olfactory system is engaged in off-line processing of odour 
information that is stored during the preceding inhalation phase. The off-line processing of odour 
information might be used to initiate adequate behavioural outputs. In addition, off-line processing 
might also be important in inducing specific emotional and motivational states in the brain. 
Furthermore humans can learn to associate any neutral odorant with a reward or punishment, such 
that the odour can induce specific attractive or aversive behaviour based on previous experiences 
(Weiss, Secundo, & Noam, 2014). 
In this order of ideas we will explore the consequences of the smell of coffee in a supermarket. Is it 
associated it with delight and therefore encourage purchase decision? How to link the smell of coffee 
with a particular brand?  
 
Subconclusion 
 
From the experiential marketing theory, it can therefore be emphasised that brands should help 
consumers experience the brand. This strategy happens through consumer engagement with the 
brand as well as through human senses. Thus, it is essential to generate a memorable and emotional 
link between consumer and brand, as this will most likely create customer loyalty and impact the 
purchase decision. Furthermore, it is notable to mention that experiential marketing involves five 
distinctive types of experiences; namely sensory experiences (Sense), affective experience (Feel), 
creative cognitive experiences (Think), physical experiences (Act), behaviours and lifestyles and 
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social-identity experiences (Relate). In this project report, we only focus on sensory experiences, 
which involve the five senses; visual, hearing, taste, smell and touch. As it was stated in the theory, 
experiential marketing helps consumers experience the brand (brand experience), and as brand 
experience influence consumer behaviour, with respect to sales, it is impacting consumers purchase 
decision. In this way experiential marketing is very much related to the consumer behaviour theory, 
which is about how the consumers behave towards the brand and thus how their behaviour affects 
their purchase decision. 
One of the main key points in the nudge theory is that it is an easy and cheap intervention that 
transforms individual’s behaviours. Basically, as we found, nudging is about influencing human’s 
behaviour through engagement, loyalty and encouragement. Furthermore, the Olfactory System 
explained how the human brain manage sensory information regarding the external world and how 
the individual assess and select products of preferences as a result of sentimental, motivational and 
behavioural actions towards the products of a particular brand. The theories of nudging and olfactory 
are equally related to the consumer behaviour theory as well as the theory of brand equity. 
Furthermore, there is a clear relation between these theories and our conducted experiment, in which, 
we wanted to alter the individuals behaviour through sensory experience, towards a specific coffee 
brand, by creating brand awareness within the retail industry, and thus in order to increase the 
income of the brand.  
 
4.2 Consumer Behaviour theory 
 
Consumer behaviour is regarded as an intricate process comprising the activities humans engage in 
as they pursue, select, purchase, utilize, assess and dispose products as well as services with the 
intent of fulfilling needs, wants and desires. A scope of components; both internal and external have 
been reckoned to have a significant impact on consumer behaviour. These components vary between 
short-term and long-term sentimental matters. Comprehending the process of how a purchase 
decision is attained is crucial because this shapes the basis, which can be utilized in order to analyse 
all given products or services. (Tan, 2010)  
It is rather essential to realize consumers experiences and learning during and after the purchase. The 
disposal of the product after the purchase is equally as substantial as choosing and utilizing the 
product. The buying decision process begins a long time prior to the exact purchase decision and it 
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does not end as the product is purchased, however it continues with consequences for a long period 
of time. Figure 3, represents how the buying process is takes place and how consumers overcome 
different stages of the process. Yet, the stages can vary, due to the fact that some of the consumers 
fail to go through all steps and they will therefore not follow a sequenced order. This entire process 
can generally be applied for a new purchase decision process. (Hill & O'Sullivan, 1999) 
 
What influences consumer behaviour? 
 
FIGURE 3. FACTORS INFLUENCING CONSUMER BEHAVIOUR. (HILL & O'SULLIVAN, 1999, P. 84) 
 
Consumer buying behaviour is strongly dependent from social environment such as: culture, 
subculture and social class, but according our experiment we are focusing more on Individual 
circumstances and Personal characteristics, which leads to choose or not to choose BKI product.   
Age and stage in the lifecycle: Our taste of product or brand is very often depended from our age. 
The taste of clothes might differ when you are a teenager and grown up adult. Age also says a lot 
about what kind of activities a person is interested in, how he/she spends time and what kind of 
occupation has. (Hill & O'Sullivan, 1999) How much a person consumes also is based on their 
family life cycle, gender, the number of people in household. Psychological life cycle periods are 
also very important, for instance teenagers experiencing transformation in their life. Also milestones 
in person’s life such as marriage, divorce, childbirth are forming and influencing some other or 
changing the needs of purchasing. The older person less trying something new happens in his/her 
life. (Kotler & Keller, 2009) 
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Gender: Gender differences in their consumer behaviour processes are highly visible. Male and 
female are focusing on different evaluation features, when choosing a product. Female are much 
more concerned about quality and health and safety than men. According CIA Media research in UK 
male are more likely buying popular brands rather experiencing something new and also they are 
spending 5% more during their visit in the supermarket than females. (Hill & O'Sullivan, 1999) 
Income: Economic circumstances are highly affecting person’s purchase decision. It is giving a limit 
for how much person can buy, how expensive brand or product person can choose. Some of the 
products are more income sensitive, so if a person is sensitive towards it income, he/she prefer to 
focus on cheaper and functional products, than on the products, which match their lifestyle. (Hill & 
O'Sullivan, 1999) 
Lifestyle and values: Even some persons belong to the same culture, social class or subculture; they 
can be different because of their life styles. It is the way of living expressed in different forms such 
as: attitudes, activities, interests. So the marketers have a huge task for themselves, to find a 
relationship between their brand’s product and different lifestyles. (Hill & O'Sullivan, 1999)  
 
The hypothetical map picture 
 
The hypothetical map picture is defined as a consumer’s memory towards associations which was 
coded in individuals head. Memory encoding is a process which helps to generate the hypothetical 
map picture of the information/experience in the human consciousness and how much we use that 
given information, for example how much we think about it or even do not think at all. The more 
thinking process is happening in a person’s mind about the information he/she receive, the stronger 
associations will be created. A lot of repetition with uninvolving advertisements will not affect sales 
as involving advertisement with less repetition. (Kotler & Keller, 2009)According to Kotler & Keller 
“…in-store marketing efforts such as product packaging are particularly critical because the information they 
contain and the reminders they provide of information conveyed outside the store will be the prime 
determinants of consumer decision making.” (Kotler & Keller, 2009, p. 107) 
 
The Buying Decision Process: The five stage model 
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As illustrated in the five stage model, the figure 4 is based on the consumer’s decision process and 
how decisions are generated when selecting amidst a list of accessible options. The model is founded 
on the study of consumer psychology theories and models for instance those evolved by Howard 
(1963) and Nicosia (1966); components in the environment impacts the shaping of consumer 
decisions.  
In figure 4, it is being depicted that the five-stage model fundamentally involves five subsequent 
levels in which knowledge is treated prior to when the consumption decisions are made. The earliest 
stage commences with the need or problem recognition. It consequently follows, a search for 
distinctive solutions that comprises attaining significant information from different sources; both the 
external environment along with the internal self-such as recollection and experiences. The third 
stage entails the assessment of preferences which is conducted by the consumer’s personal criterion 
when minimizing the favourable choice. Immediately upon the decision is made, the consumer shifts 
into the fourth stage in which the buying of the chosen preference occurs. The fifth stage entails the 
post-purchase assessment. The primary structure of the EKB model commences with the condition of 
unsatisfied needs and wants. The discontent stemming from the disparity between the anticipated 
existent condition and the desired condition provoke the need or problem recognition. The internal 
incentives, culture and values that are reflected in the behaviour stimulate the needs, decisions and 
selections seeing that behaviour reflect the highest rank of preference in a hierarchy of decisions 
(Tan, 2010). Behaviour is characterized as the outcome of personality dissimilarities in the manner 
humans personalize environmental impacts for instance financial and demographics goods, cultural 
norms and values including social status and family affects to a certain extent of time (Tan, 2010), 
continues to prolong the range of behaviour like a pattern of abiding attributes, activities, interests 
and beliefs that decides comprehensive behaviour and thus every human being becomes different.  
 
The five-stage model demonstrates an elementary structure when comprehending the stages 
encompassed in consumer decision-making. It represents the core standards and efforts entailed in 
comprehending the ‘consumer black box’ in decision-making which provides with an enhanced 
understanding of the consumer decision-making process. The outlining of external and internal 
components which sets off needs and aspirations are additionally relying upon the five-stage model 
deliberated in detail in the section below the figure 4. 
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FIGURE 4. FIVE-STAGE MODEL OF THE CONSUMER BUYING PROCESS. (KOTLER & KELLER, 2009, P. 108) 
 
Problem recognition 
Primarily, internal components stimulate the perceived realization of unsuitable needs. Nevertheless, 
external components are not discharged in any way as external sources is able to influence and alter 
the understanding of the present condition, generating sensations of unsatisfied needs. Recent 
experiences, knowledge, advertising, the reality and contribution of interdependent effects and 
services as well as alternative external incentives can excite and provoke the conception of disparity 
that motivates the buying and consumption activities (Tan, 2010). Financial and social alterations 
encountered by the single human being can equally cause added needs and perceived disparities that 
persist to sustain consumption.  
The purchase process starts when arise a need in consumer’s head. It can be any kind of need 
internal, because of discomfort, hunger or thirst, or it can be rising from external stimulation, 
because they saw advertisement or want to be more recognized. Then a need becomes very highly 
requested need it becomes a drive. The company’s marketing people is always trying to find out 
what reasons are pushing the drive forward and how external stimulations can help it. (Hill & 
O'Sullivan, 1999) 
 
Information search 
As the consumer seeks for preferences, the consumer is able to refer to or apply a couple of avenues 
of knowledge sources in order to acquire a list of preferences, notions and upholding purposes.  It is 
very often that consumer before purchasing something he/she tries to find some information about 
the product. The information search can be divided in to two groups: heightened attention (when 
consumer becomes more sensitive to the founded information) and active information search (when 
person tries to find out as much as possible on its own: from friends, visiting stores, online search 
and etc.) (Kotler & Keller, 2009) 
According Kotler & Keller there are several information sources: 
Problem 
recognition
Information 
search
Evaluation of 
alternatives
Purchase 
decision
Postpurchase 
behavior
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- Personal: information gathered from family members, friends, neighbours or other people 
consumer may know. 
- Commercial: information gathered from sales person, dealers, web-sites, advertisements, 
packages and etc. The impersonal classification hides the mass media which cascades 
common knowledge. „Activities of personal selling, advertising and point-of-sale contact 
point are grouped under marketer while friends, peer groups, family are the personal 
category. The searching of alternatives could start with initial information gathering from the 
impersonal and marketer categories or a word-of-mouth (WOM) recommendation from 
someone in the personal group. Alternatives could also result from personal experiences and 
former post-purchase evaluations. “ (Tan, 2010, p. 2911) 
- Public: information gathered from mass-media and other consumer rating organizations.  
- Experiential: information gathered from examining, using and other kinds of experience with 
the product.  
Even consumers absorbs the most of information from commercial sources, they are not that 
effective to influence consumer. Consumers are getting more affected by the information gathered 
from independent from a brand or product sources, such as personal or public sources.  
Information collection gives a lot of extra knowledge for the consumer also about the brand and 
competing brands and the special features, advantages and disadvantages about them. Figure 5, 
shows consumer’s consideration criteria steps. It starts of consumer all possible choices, a total set of 
brands he/she can choose, when buying a product. Awareness set shows that a specific customer 
cannot be aware of the total set he/she usually knows only more narrow set of brands. The consumer 
finds out some more information in consideration set and finds out that even less brands, can meet 
his/her criteria of the product, so the list of the brands becomes smaller here. Choice set, shows the 
brands with which consumer is the most satisfied and feeling more strong, from this set he/she 
chooses the final purchase. (Kotler & Keller, 2009) 
FIGURE 5. SUCCESSIVE SETS INVOLVED IN CONSUMER DECISION MAKING (KOTLER & KELLER, 2009, P. 
109) 
 
Total Set
Awareness 
Set
Consideration 
Set
Coice Set Decision
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According the Figure 5, companies must make sure that their own brand is in all of these sets in 
order to get closer to final decision. If it belong only to the first total set of brands it means that 
consumer is not aware of the product, he does not have information about it in his head and cannot 
make associations with it. This step is extremely important, because if the brand cannot pass the first 
step, it does not have a right to compete. Company should effectively reach its target market, first by 
finding out their information sources. (Kotler & Keller, 2009) 
Products as well as services which individuals have selected and utilized in the past, which did not 
reach the anticipations would become excluded and not be contemplated any further. The choice of 
preferences is conducted to scopes contrary to individual values, alternatives, convictions and 
conception. This results in every preference list being exclusive to the single human being. 
Evaluation of alternatives 
The assessment stage commences as adequate preferences are recognized to be accessible. 
Comparable to the process of assembling favourable choices, this stage is equally determined by 
both the internal and external components that shape the criteria and rules when shaping alternatives, 
selections and decisions. The values, incentives, convictions, conception and demeanours of the 
single human being influence the assessment process (Tan, 2010). Experiences that stems from 
shopping and former usage impact the evaluation of the streamlined selections. An undesirable 
experience that occurs in the store or meanwhile the process of assessing the product would diminish 
if not dispose the determination to buy the product or service and with the order reversed (Underhill, 
1999).External influencers for instance mass media, online community boards including 
recommendation from family members and friends are essential elements in the assessment of 
preferences. The financial component equally has an effect on the assessment and decision-making 
process (Small, Lerner, & Loewenstein, 2004).  
The most important in this stage is to understand how consumers absorb competitive brand 
information and make their purchase decision based on this. The final decision is usually based on 
conscious and rational background.  
Consumer purchase evaluation is happening in this order:  
1) They are wondering to please their needs 
2) Benefits search from the product they choose.  
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3) They are evaluating the abilities of the product, deciding which one could bring more benefit 
while satisfying the need to purchase it. (Kotler & Keller, 2009)  
The other evaluations process can develop through experience and learning, it is extremely 
important, because through it consumer is developing believes and attitudes about the brand, which 
further is influencing their decision making process. According to Kotler & Keller a belief is a 
descriptive opinion or thinking about something and an attitude can be favourable and unfavourable 
it contains from emotional feelings or actions taken toward something you want to evaluate in your 
minds. People have attitude almost about everything, no matter what it is religion or brand, it is also 
said that to change the attitude is almost impossible. (Hill & O'Sullivan, 1999) 
Consumers, when choosing the product/brand is combining their own attitudes and beliefs (both 
positive and negative), with the technical and real attributes and only then they are taking one of the 
final decisions. (Hill & O'Sullivan, 1999) 
 
Purchase decision 
Finally, purchase decision is taken when a person evaluates all preferred choices in a set and 
choosing the most preferred product/brand. According Kotler & Keller there are two features, which 
have the power to affect the last decision. 
- 1st is Attitudes of others. It is when other person’s attitude empowers the actual consumer’s 
preferred decision. The negative opinion of the others about the most preferred choice 
reduces the probability of buying the product desired by your own. The consumer usually has 
a motivation deep inside which wants to meet with the outside opinions. The higher the other 
person’s dissatisfaction on our preferred product and the closer relationship the buyer has 
with that person, the more is taken in to consideration by the buyer.   
- 2nd is Unanticipated Situational factor. This part can take in to consideration all unforeseen 
factors which could change the decision to purchase something. It can even postpone or 
rearrange priorities of your purchases list. It can be anything: losing a job, other things to 
purchase can become more urgent, not nice service from a sales person. (Kotler & Keller, 
2009)  
Post purchase behaviour 
The subsequent stage views the purchase decision, which is pursued by the latter stage, the post-
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purchase evaluation. Following usage, the consumer then assess' the insight of the selection made 
when designating the preference. „There are two potential outcomes from this process, satisfaction 
or dissonance. If the product or service experience meets or exceeds the beliefs and expectations 
held when making the purchase choice, the consumer would be satisfied with the purchase decision. 
“ (Tan, 2010, p. 2912) Nevertheless, discrepancies are encountered when a particular product or 
service does not reach the anticipations and unsuccessfully hand over the pre-choice convictions. 
Consequently, the selection is ‘depreciated’ and the consumer starts the process of seeking, acquiring 
knowledge and assessing alternative choices.  
After the purchase consumer can overcome and experience the product and then evaluate if his/her 
thoughts were right. If their thoughts were right and the product experience supported it with a 
satisfaction, then the consumer probably will make the same purchase again and again. So the 
marketers should communicate with their consumers in order to find out what were the advantages or 
disadvantages, when consumers experienced the product and try to reduce them or enhance them 
afterwards. (Hill & O'Sullivan, 1999) 
 
Subconclusion 
In this project report consumer behaviour is utilized in the sense that it is related to the retail 
industry, and hence consumers buying decision process. The consumer behaviour theory is linked to 
the theory of experiential marketing in that sense that the buying decision process is based on the 
consumers’ behaviour towards the brand. Nevertheless, we can conclude that the process proceeds 
after the consumer purchases a particular product, this is referred to as the post purchase behaviour. 
Furthermore, the buying decision process contains various stages; problem recognition, information 
search, evaluation of alternatives, purchase decision and at last post purchase decision. The consumer 
behaviour theory is linked to the previous theory on experiential marketing, brand experience and 
nudging as well as the following on brand equity as we focus on how consumer behaviour can be 
affected and altered by those elements. 
 
4.3 Consumer Brand Theory 
 
Brand equity is regarded as one of the essential notions in brand management, and equally in 
business practice and scholarly research (Kim, Kim, Kim, Kim, & Kang, 2008). Brand equity seeks 
Nudging consumer behaviour in the retail channel 
  
37 
 
to” define the relationship between costumers and brands” (Wood, 2000, p. 662). Cultivating and 
correctly managing brand equity was perceived as a substantial matter for the majority of the 
companies (Hao, Gao, & Liu, 2007) This is due to the fact that, it can benefit companies to achieve 
or expand their cash flow to the business, as well as create product differentiation to gain competitive 
advantages (Yoo & Donthu, 2001). Hence, brand equity was acknowledged as one of the largest 
valuable intangible assets by the majority enterprises (Hao, Gao, & Liu, 2007) 
Brand equity theory demonstrates how brand significance is present in the consciousness of the 
consumer via association, learning and perceptions about the brand to a certain extent of time. In 
addition, it investigates the added value by the consumer to a product by means of reflections, 
emotions and actions (Leone, Rao, Keller, Luo, McAlister, & Srivastava, 2006).  
According to Aaker (1995), brand equity consists of the following four elements: brand loyalty, 
brand awareness, perceived quality, brand association and other proprietary assets. ”Aaker defines 
brand equity as the set of brand assets and liabilities linked to the brand – its name and symbols – 
that add value to, or subtract value from, a product or service.” (EURIB, 2009, p. 1) Furthermore, 
branding is about visual identification etc. by individuals via human activities similarly to thoughts, 
feelings, image, experience, perception and attitudes that are linked to the brand (Rowles, 2014).  
On that account, costumers are able to behave to the brands advantage to generate beneficial brand 
equity. Vice versa, unfavourable customer based brand equity may appear if customers act more in 
inferior towards the brand. Additionally, as a consequence of assortment in reaction to consumer 
perception, convictions etc. which remains in the mind of the consumer could induce the 
corporation's brand value to either merge or diminish. When studying the financial orientation, it is 
essential to mention that a strong brand is profitable to the business as well as to the Return on 
Investment (ROI). This indicates that, the corporations with strong brands possess a lower risk rate 
and strong brand increases their market share. Strong and favourable brands suggests that purchase 
recurrence will enhance because of the consumers trust and loyalty towards the brand (Rosenbaum-
Elliott, Percy, & Pervan, 2011).  
As a result of this examination, brand equity could be interpreted as how the consumer’s perspective 
enhances the prosperity for the brand and equally augment value which provokes priority to a 
specific brand (Rosenbaum-Elliott, Percy, & Pervan, 2011). Correspondingly, the financial aspect 
characterizes how a strong and favourable brand might be the fundamental asset of the business. 
Elliot et al., (2011), proposed various phases in order to produce strong brand equity, this will be 
argued in further detail below.  
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Brand awareness  
 
Brand awareness is commenced by allowing the consumer to acquire knowledge concerning the 
brand, as this has extensive significance on consumers' brand preference. As reported by Schacter 
(2001), his angle on brand awareness revealed that, the sense of the single human being or people's 
knowledge and with lack of a more profound comprehension about the brand is by cause of the 
familiarity they have towards the brand. (Schacter, 2002) Likewise, Aaker (1998), reckoned that 
familiarity as well as strong brand awareness intrigues presence, engagement and essence for the 
brand. Nevertheless, brand equity may not happen assuming that the consumer purchases a product 
with no interest of the brand. Another researcher, Ehren et al. (1997), considered brand awareness 
from the standpoint that a salient brand improves brand purchase, which indicates that it is connected 
in memory with the individual consumer's set of favoured brands to join specific needs, and it is 
anticipated to come to mind as the needs for that type of product occurs.  
 
Keller (1998) explained that brand awareness by the firm has considerable effect when determining 
the consumer purchasing decisions for instance: 
 
 Enhancement of brand awareness creates a feasibility that the brand may be classified as a 
”consideration set” within the conscious of the consumer. The consideration set can be 
interpreted as the brand which the consumer position their first concern to before the process 
of buying a product can be completed. 
 Correspondingly, brand awareness has the ability to influence brand preference amidst the 
listed brands within the conscious of the consumer.  
 
Thus, brand awareness is the brand that comes first to mind of the consumer via different ways; 
observing, perception, listening or communicating socially etc. which stimulates brand purchase. 
Communicating to the consumer about the brand regarding the idea of brand equity proves that 
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advertisement, social media as well as other forms of articulation enhances brand awareness 
(Rosenbaum-Elliott, Percy, & Pervan, 2011). 
 
Brand attitude  
 
Although brand awareness transpires, brand knowledge is guaranteed which subsequently causes to 
the increment of brand association and consumer judgment concerning the brand will flourish. Brand 
attitude is characterized as the value that consumers categorize the brand or the brand association 
that is linked in the consumer's recollection with respect to the brand. Nonetheless, the shaping of the 
association in the conscious of the consumer is an outcome of the interaction about the brand, 
between the corporation and the consumer (Rosenbaum-Elliott, Percy, & Pervan, 2011).  
 
Keller (1998) stated that brand attitudes should be defined as the assessment of the brand which 
symbolizes the consumer's actions and demeanour when determining the consumer's brand choice. 
Consequently, brand association within consumer's conscious ought to be persuasive to be able to 
grow brand attitude which increases efficient brand equity. Equivalently, consumers' with a 
permanent or persuasive brand attitude play a major role in order to enlarge brand loyalty 
(Rosenbaum-Elliott, Percy, & Pervan, 2011).  
In a temporary economy like this, where there exists countless of brands in the market, a consumer's 
determination of brand choice can be rather difficult. Hence, brand association in the individual’s 
consciousness augments brand trust as it is selected above the consumer's list of brand preferences. 
Elliot-Rosenbaum et al. (2011) furthermore called attention to the fact that, encouraging brand 
attitude is the preeminent component of efficient brand equity and comprehensive brand attitude is 
acceptable to create brand choice determination.  
 
Brand Loyalty 
 
The predominant notion of brand loyalty illuminates in which way consumers attitudes towards the 
brand occurs through recurring purchase (Keller, 1998). Likewise, Elliot-Rosenbaum et al. (2011), 
explained that ”the building of a strong positive brand attitude generally leads to a preference for the 
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brand, and over time a loyalty towards it.” Franzen (1999) as cited by Elliot-Rosenbaum et al. 
(2011) stated that consumer loyalty, with respect to the brand, is an outcome of sentimental relation 
to the brand. In spite of this, is of importance to recognize that strong brand loyalty may occur as a 
result of alternative incentives for instance; a need for different products within the same product 
classification or merely out of custom (Rosenbaum-Elliott, Percy, & Pervan, 2011). From the general 
theory on brand loyalty, one can interpret brand equity as having a significant influence when 
deciding consumer loyalty towards a business' brand.  
 
Subconclusion 
 
From the consumer brand theory, it can hence be emphasised that brand equity is a crucial concept 
for companies to implement granted that they wish to expand their cash flow and attain product 
differentiation. Furthermore, it can be concluded that the concept of strong brand equity contains 
several phases. These phases involve; brand awareness, brand attitude and brand loyalty. As the first 
phase, brand awareness is about that the brand allows the consumer to receive knowledge concerning 
the brand. Having knowledge about the brand is needed in order for the individual consumer to have 
an attitude towards the brand, which is the second phase of brand equity. Brand attitude refers to the 
evaluation of the brand, which represents the consumer’s actions and behaviour when they determine 
their brand choice. As the consumer builds a strong positive attitude towards its brand of preference 
the consumer equally becomes loyal to that specific brand. This is referred to as brand loyalty, which 
is the third phase of brand equity. Thus, that way all of these three phases are connected to one 
another and it is essential for the company to complete all phases in order to obtain strong brand 
equity.  
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5. Theories analysis  
 
In the fourth chapter, the empirical data collected from the experiment; the questionnaires and the 
video record as well as webpages and written sources will be presented. This chapter discuss' and 
analyses our three research questions; 1. How can “BKI” coffee brand use nudge to provide brand 
experience? 2. How does olfactory stimulation affect consumer behaviour? 3. How can brand 
experience affect brand equity? 
 
5.1 Analysis and limits of the experiment 
 
We wanted to arouse the costumers’ feelings and emotions for them to indulge in the buying process 
and modify their behaviour with the coffee smell. A customer’s experience is a complex sum of 
heterogeneous elements: advertisements, atmosphere in the shop, seller-customer relationship, 
support to customers. 
The surveys helped us understand the consumers’ habits in coffee consumption and their receptivity 
or not during the Nudge experience. The video records and the results of the surveys enabled us to 
analyse, question the outcomes of the experiment and draw conclusion about them. 
On the video records, it can be seen that a majority of customers looked at the stand and smelled the 
coffee. According to the table 46 (in the appendix K), we can see that 67,71% (257 people) of the 
total respondents smelled the coffee when they came into the shop and 52,79% (200 people) smelled 
and liked the BKI coffee scent. So, it can be claimed that the coffee smell had a real effect on the 
customers in the area and the coffee smell was perceived by most of them. 
To draw some criticism of our experiment, we need to focus on our first hypothesis: 
If we make a coffee brand visible in the supermarket and produce coffee smell in its location, we can 
attract consumers, introduce the brand to them and allow them to experience olfactory and visually 
the brand. This will increase the brand awareness and impact the consumers’ buying behaviour. 
In this part, we will analyse, in one hand, the strengths and, on the other hand, the weaknesses in our 
experiment and take into account its dependent and independent variables. 
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A. Strengths of the experiment 
The design of the experiment and the group organisation were appropriate to easily carry out the 
experiment during the week. We decided to have two people every day. This organisation allowed us 
to be in a sufficient number each day to look after the smell and the camera at the entrance and to 
collect answers from the customers. 
TABLE 1. SCHEDULE DURING THE EXPERIMENT IN FAKTA 
Tuesday Wednesday Thursday Friday Saturday Sunday Monday 
Eglé  
Hudda 
Eponine 
Hudda 
Eponine 
Eglé 
Eponine 
David 
Eponine 
Hudda 
Eglé 
David 
David 
Hudda 
 
According to the table 46 (see appendix K), 67,71% of the total respondents smelled the coffee when 
they came into the shop, which means we kept control of this dependent variable during the 
experiment. The smell was localised at the entrance of the shop that is to say when people came in 
and out of the shop, they were able to smell it. During the first day of the experiment, it was difficult 
to control the smell. Most of the customers did not smell it but we found a solution for the rest of the 
week: we prepared more coffee at a higher temperature. 
During the hours of the experiment, we had a high visitor rate which allowed us to collect 379 
answers for the surveys. This high visitor rate and the quality of the answers allowed us to maintain 
the validity of the experiment.  
 Moreover, from the video records we observed that a majority of customers looked at the stand and 
smelled the coffee. At least, one out of three customers was looking at the stand when they came 
inside and passed nearby. 
BKI extra coffee is the second cheapest coffee in Fakta so the brand positioning is large and can 
satisfy all the customers. However, this positioning was a real strength but it was not enough to 
attract customers on BKI products. 
Finally, the independent variables affected positively the experiment. Firstly, as we described before 
those variables cannot be modified or manipulated, they are external i.e. the weather was good 
throughout the week of the experiment. From 14th to 20th April and between 2 and 5:00 pm, it was 
usually sunny and windy or cloudy and windy. We had no rain during the week. The weather 
conditions were favourable during the experiment. The rain might have discouraged customers to 
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come into the shop, especially seniors. Another variable that affected the experiment positively was 
the temperature inside the shop. If it had been too hot, people would have thought it was too warm to 
drink coffee so they might have been less affected by the smell.  
Taking into consideration the results of the surveys and the video records, we can conclude that the 
experiment developed well, customers at Fakta were affected by the smell but we will analyse 
different weaknesses which occurred during and after this week. 
B. Weaknesses of the experiment 
In this part, we will analyse the weaknesses of the experiment. After this week, we noticed different 
weaknesses such as: 
We had a significant weakness because of the language barrier during the experiment since three 
people in our group spoke English and only one could speak Danish. We did not expect the language 
to be an obstacle to collect surveys i.e. seniors are used to speaking only Danish. Most of the time, it 
was difficult to interview them and it was the same problem with customers who were not able to 
speak English. The experiment affected them with the smell but we were not always in a position to 
gather their opinion. The Danish speaking student could not come every day because we divided the 
week between people (see schedule, part A - Strengths of the experiment). Consequently, the surveys 
cannot reflect all the target population. 
After this experiment, we realized that coffee is a commodity, which is not purchased every day. The 
characteristics of the product (coffee) make assessing the effects of the Nudge difficult. Taking into 
account the duration of the experiment, it is difficult to draw long-term conclusions. If we want to 
find deeper and more relevant conclusions, the same experiment should be extended for at least one 
month. That would allow to compare the different weekly results and to affect more customers. 
 
5.2 Nudge and Brand experience 
 
The results of our brand experience experiment show interesting facts that confirm some aspects of 
experiential marketing theory and create some questions regarding the application of nudge in order 
to engage with customers in the retail. 
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The set up was an application of the strategic experiential module that Smith refers as “SENSE” as 
we wanted to engage with customers at a sensorial level by delighting them with coffee smell and 
showing them (visual) the brand that produced such smell. Our attempt was to affect purchasing 
behaviour and increase awareness of BKI brand by providing this sensorial brand experience in form 
of nudge. As a nudge is characterized by not forcing people to incur in the desired behaviour, our set 
up was located strategically in order to attract people as soon as they came into the shop. It consisted 
in one table 1,30 m high because we wanted the product to be visible to the average customer. A 
stove was placed with two pots filled with BKI coffee that kept them warm during the experiment 
and produced the olfactory stimulus.   
 In order to be sure that the nudge would function as the first approach between customers and BKI 
brand we placed boxes of the product in the stand and wrote “Enjoy the smell of BKI coffee” in a 
medium sized blackboard, which also linked the sensorial experience with the brand. 
Despite the characteristics of the nudge and contrary to what the theory stated, Fakta’s sales report 
show that the nudge did not generate sales of the BKI in the short term as the sales of other coffee 
brands during the experiment surpass BKI’s more than three times (see appendix J, figure 10). The 
results of the survey also show that only 4,45% of the respondents bought coffee and 12% of these 
customers bought BKI (see appendix K, figure 45).  
We found that these results of low sales are due to other factors and not because of the nudge itself. 
As it can be seen figure 46 (appendix K) the coffee smell was perceived by 68% of the respondents 
(257 total people smelled coffee/379 total respondents) and the video recordings also backs up that 
the stand caught the attention of great part of the customers. In one hand, as it can be seen in table 11 
(appendix J), BKI is number three Fakta’s coffee in terms of sales with 884 packages sold during the 
past 12 months, behind Nescafe with 1407 and Peter Larsen with 1001. However, purchase of coffee 
is seasonal and as can be seen in figure 10 (appendix J) customers of Fakta buy most of the coffee in 
September and March, therefore the need for this commodity decreases in the following months, 
which coincides when the experiment was made. Survey results also coincide with this argument as 
59% of the respondents answered that they did not buy coffee because they still had it at 
home.(appendix K, figure 45)  
Furthermore, in order to measure the nudge effectiveness (sales and awareness) and taking into 
consideration principles of nudge, as well as notions of consumer behaviour, which consider loyalty 
as a factor that is built in the long term, we calculated the “nudgable target” or the respondents 
whose characteristics make them possible to be nudged by an external intervention. In our case, this 
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is all the people that can be encouraged to buy BKI by simply looking at the stand and/or smelling 
BKI coffee. We discarded from this group all the people with believes, needs and values that cannot 
be changed in the short run such as coffee unlikeness, no coffee need and no coffee purchase in 
supermarkets due to loyal factors (e.g. they believe they can find a better product in a specialized 
store or they are loyal to one brand that can only be purchased through internet). Besides, people that 
do not buy coffee in supermarkets were also not our target because, as stated in the problem area, the 
experiment was specifically focused to provide brand experience to those retail shoppers.  
Table 45 (appendix K) shows the calculation of the nudgable target and nudge effectiveness from 
three different perspectives: nudge to BKI from total, nudge to coffee from total and nudge to BKI 
from planned. Nudge to BKI from total is the percentage of the nudgable target whose behaviour was 
influenced to buy BKI. Nudge to coffee from total is the percentage of the nudgable target whose 
behaviour was influenced to buy coffee. And Nudge to BKI from planned refers to the percentage of 
the nudgable target that planned to buy other coffee brands but were convinced to buy BKI. To 
calculate nudgable target we deducted the number of people that do not drink coffee, the people that 
still have coffee at home and the other people that not buy in Supermarkets from the 379 total 
respondents, which results in 41 people or 11% of total respondents. Thus, even though the brand 
experience could have been perceived by the total customers that visited the store, very few could be 
nudged to buy BKI coffee because as stated in the theory section, in order for the brand experience to 
affect consumer behaviour there must exist a level of trust that will only be achieved when the 
consumer has an innate predisposition to the brand. 
As it was mentioned before in the problem formulation and the theory part, we wanted to see the 
possibilities to nudge purchase behaviour not only to a product but also to a specific brand. For this 
reason we calculate “the nudge effectiveness rate” for BKI and Coffee in general by dividing the 
number of people that bought BKI or coffee from the total number of nudgable target excluding the 
people that planned to buy BKI or coffee respectively. We excluded purchases from people that said 
to have planned buying coffee because those purchases are not caused by the nudge.  
As it was mentioned before in the theoretical framework, in order to be considered as a nudge there 
must be a lack of awareness and therefore a no consideration to buy.  It is consequently, the nudge 
effectiveness rate for BKI shows that only 3% of the nudgable target was encouraged to buy BKI and 
that 15% were motivated to buy coffee in general. In order to understand this result figure 28 
(appendix K) shows that 40% of the people that bought other brands did not plan to buy coffee 
before coming to the shop and did it because the stand caught their attention. So why did not they 
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buy BKI if the stand caught their attention? Figure 36 (appendix K) shows that 83% of these people 
(33,33% / 40%) did not smell the coffee and the other 17% that smelled it did not like it. According 
with what was mention in the theoretical framework about how olfactory system works and nudge as 
tool to engage customer senses with brand, the people that did not smell the coffee were not able to 
experience the brand and thus not encouraged to buy it. On the other hand, the people that smelled 
the coffee and did not like it found enough arguments to not choose BKI.  
Hence, it is shown two important things, first that the stand functioned visually as a nudge to coffee, 
and second that we successfully linked the nudge to BKI brand trough the olfactory stimulus even 
though the smell acted against our purpose of increasing BKI sales. The biologic explanation 
referring to the theory is that BKI’s odour induced aversive behaviour when perceived by people 
perhaps because of their coffee taste or previous bad experiences. So a description of what happened 
could be understand by imagining these people walking into the shop, then they see the stand that 
encouraged them to buy coffee but as soon as they pass by it, their olfactory system perceives the not 
very pleasant odour that suggests them not to buy the brand that is associated in the stand, which of 
course was BKI. Figure 32 (appendix K) coincides with this and shows customers’ decision of not 
buying BKI. Knowing that the figure represents the results for a multiple choice question with more 
of one valid answer, we can see that customers did not choose BKI not only because they usually 
buy other brand but also because the perception they have of BKI’s price/taste-&-quality relation. 
Along with figure 32, table 45 (appendix K) also shows the difficulty that arises when customers 
have a previous judgement about the brand. The result for “nudge to BKI from planned” that can be 
seen in the table shows that the nudge was able to affect only 9% of the planned purchases, 
nevertheless figure 39 and 40 (appendix K) confirms that nudging here was possible because the 
smell was perceived with pleasure and the price was considered reasonable. Thus, once again we see 
that the nudge provided brand experience but this time with positive result towards BKI sales 
because the olfactory perception was also positive. Thereby, it is consistent with the theory that 
pleasant experiences would result in a win for the brand in term of sales. We can also confirm that 
brand experience is subjective to each individual’s evaluation as they have different tastes and 
judgements of the products that surround them.  
Because nudge along with brand experience are said to increase awareness, we calculated the nudge 
effectiveness to this aim. To do so, we first calculated the percentage of people that did not know 
about BKI (see figure 20), which was 21.4%. However 41% of these people do not drink coffee as 
can be seen in Figure 21(8.79% / 21.4%), and consequently are not our target. Therefore, awareness 
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rate was calculated   without taking them into account and Figure 42, which shows the results being 
37,5% the nudge effectiveness for awareness or the percentage of “nudgable target” that did not 
know about BKI before and responded to be aware of it after the experiment. What is also interesting 
is that, as shown in figure 43, 66,67% of the respondents from figure 42 said to not have smelled the 
coffee when they came into the shop, therefore suggesting that the visual factor of the stand 
contributed more to generate awareness.  
 
5.3 Analysis from the consumer behaviour theory 
 
Pursuant to the theoretical framework, experiment and the outcomes from the questionnaires, we 
have analysed consumer behaviour in Fakta, which provides and argues the following experiment 
outcomes.  
 
Influences, could affected to buy or not BKI product 
 
As reported by the consumer behaviour theory, the influencing features, which may induce the 
individual consumer to purchase BKI's product, could be personal or individual. Based on the 
gathered responses of the consumers in Fakta, it was found that the main influences, which were 
affecting coffee consumers, were: 
Age: From the questionnaires one may assume that an individual's age is influencing him/her to 
select one or the other store. Furthermore, the behaviours throughout the experiment were 
contrasting   by their age difference. The results of the inquiry illustrates that coffee consumers 
exceeding the age 60, were generally purchasing coffee in grocery stores similar to Fakta. The age is 
influencing them to select supermarkets as compared to purchasing coffee online; e.g. the majority of 
young people. When reading figure 4, around 17% people up to 30 ( out of 30% total respondents) 
answered that they do not usually buy coffee in the supermarkets , one can interpret that young 
people more frequently purchasing coffee from alternative stores than older people, for instance from 
specialized stores, online websites, coffee shops or consuming coffee at the workplace. One of the 
reasons why most of the people above 60 purchased coffee in the grocery store, may be due to the 
lack of computer knowledge or because young people go out more often and using cafeterias service. 
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This is depicted in figure 8,  for 21% of respondents up to the age of 30 the most common reasons, 
why they did not buy coffee in the supermarket was that they are more likely to drink coffee in the 
coffee shop than the remaining respondents. On the contrary, supermarkets were chosen by the 
majority of all ages of people as the preferred alternative. 
 An individual's age is equally very dependent when prioritizing what is more important for them, to 
purchase cheap coffee or purchase expensive coffee with high quality. Figure 6 demonstrates that 
around 23 % (the cheap choice / total choices they had) of the respondents in the age 'up to 30' are 
more feasible to select the cheapest coffee. Likewise the figure illuminates that the young and middle 
age respondents are more feasible to try out new products and brands, whereas older people are 
highly likely to hold on to their old purchasing routines. Hence, the older respondents are more 
concerned about their coffee purchase decision. In addition, the figure 6 depicts the fact that 26% of 
young and middle aged respondents preferred to purchase instant coffee, for instance Nescafe. None 
of the respondents (0 %) above the age of 60 preferred to purchase instant coffee as compared to the 
other age groups. The majority of the young respondents purchase instant coffee (according to figure 
6), one of the reasons could be that instant coffee does not take long to make and there's no need to 
have a special coffee machine. On the contrary, making coffee with whole beans requires excess 
time as well as excess expenses, which young people, according to the consumer behaviour theory, 
do not have the time or money to spend on. The Fakta store, in which the experiment took place, 
does not sell BKI’s instant coffee, which may be one of the reasons why BKI's sales during and 
consequent to the experiment were not increasing as anticipated.  
Gender: According to figure 5 we can clearly see that gender can influence when selecting one or 
the other product. The cheap product was answered twice as much by men than it was answered by 
women (4,49 % by women and 8,57 by men, figure 5) We can assume that women are more likely to 
consider quality over price as they are measuring all the advantages and disadvantages of the product 
before making the final purchase decision, which can equally be seen in the results of the survey. 
BKI coffee was selected independently from gender; however this was due to the fact that the 
consumers only had one product option of BKI's brand, as women were mainly selecting Nescafe's 
instant coffee.  
Income: Figure 6 displays to what extent income can be anticipated as a highly essential component 
for Fakta customers. Specifically respondents below the age of 30's coffee preferences are affected 
by the price. Around 23 percent of the people ‘up to 30’ were choosing the cheapest product. It can 
be assumed that respondents below 30 are mainly students or people who just began their carriers, 
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meaning that they do not receive a high monthly income, and thus they have to prioritize cheap 
coffee or coffee on sale over BKI. A lot of university students are on a daily basis passing the area 
where the Fakta store is located; therefore the income factor became an awfully crucial component 
for the experiment with BKI coffee. The experiment was made in the middle of the month; hence 
consumers in Denmark are the most often getting their salaries in the end of the month and making 
more shopping during that week, so it could affect the consideration of the product price too if a 
consumer is running out of money 
Lifestyle and values: Pursuant to the results of the survey, we were able to interpret that consumer’s 
lifestyle equally has an influence on the coffee choice. Figure 6 determines which type of coffee 
Fakta respondents are frequently purchasing, showing that they vary between different brands of the 
cheapest coffee choices, however some of the respondents chose organic or fair-trade (Peter Larsen 
and Nescafe) coffee as their choice of preference. BKI coffee produces both kinds of coffee; 
nevertheless it was a huge disadvantage for the experiment that they did not sell it in Fakta. 
Consumers focusing on choosing coffee based on those elements were between the age of 30 and 60, 
and thus they had already formed values and lifestyles. 
 
As mention before in the theoretical framework, the hypothetical map picture recommends to engage 
consumers with more experiments in order to help the individual memorize the brand and 
consequently affect its purchase behaviour. In our case external factor was the whole experiment, 
which provided consumers different experience in the supermarket and attracted their attention, as it 
can be seen from the video record and the answers of the respondents that almost 70% of total 
respondents were feeling the smell (see figure 13). The external factor is very important, because it 
could stimulate consumer’s memory. According the theory, consumer’s experience is not stopping 
when they stopped experiencing the smell of coffee and visual view of BKI coffee in the store, the 
view and feelings they felt are staying for a longer time in their memory. Consumers could 
irrationally memorize some parts of the experience they had in the shop and create stronger 
associations of BKI brand in their memory. These associations can be recalled again after some time 
from their memory to their current thoughts, when consumer is experiencing something else, what 
could be related with associations created in their head form previous experience in Fakta shop. 
Figure 6 below shows, what kind of associations Fakta consumers could create in their minds about 
BKI coffee, when noticing the experiment with it. For instance, it could happen that the next time 
they will feel the coffee smell they will remember BKI coffee and the stand in the Fakta shop and 
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maybe that could cause their next purchase of BKI coffee. There also can be association created in 
their minds with other things they experienced or sow in the shop during the experiment, for instance 
the candles, the stand was made with visual help of candle light, so it could happen that the next time 
consumer from Fakta will see a candle light, he/she will remember BKI coffee, because it was 
visually attractive during the experiment. Fakta consumers could create any of these associations or 
create their own associations in their minds. These associations can be recalled from their minds 
when seeing another similar or the same thing as already existing associations and at the same time 
make them think about the brand again even they do not want it. This irrational thinking about the 
BKI brand can influence consumer to buy the product the next time they are in the shop. 
Hypothetical mental map below is interpreting what kind of associations could remind Fakta 
consumers about the experiment think about that brand again.  
FIGURE 6. HYPOTHETICAL MENTAL MAP. (KOTLER & KELLER, 2009) 
 
 
The buying decision process: the five stage model 
 
This section of the analysis will reveal how Fakta’s coffee consumers are pursuing, selecting, 
utilizing and accessing BKI coffee. Furthermore, the analysis will involve why and how coffee 
consumers ought to select BKI coffee compared to alternative brands as well as why they did not 
select this specific brand although the experiment stimulated to purchase it. The external and 
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personal factors were analysed in the previous section, as they had an increased effect on the actual 
decision-making process. The decision is made when taking all the variables into account, which was 
equally the underlying mechanism of the buying decision process for the coffee consumers in Fakta. 
These factors in relation to Fakta’s coffee consumers, can be interpreted in such a way that the 
consumers were analysing coffee products in Fakta and simultaneously assessing BKI coffee, in 
order to understand if the brand meets the individuals preferences.  
According to the five stage model (consumer’s buying decision process in figure 7 below), coffee 
consumers in Fakta were assessing the decision to purchase BKI coffee, which includes the variables 
discussed previously such as gender, age, lifestyle and values or financial circumstances.  
In the consumer behaviour theory, we found that an experiment will stimulate consumer’s behaviour 
prior to the buying decision process, within their subconscious. The following steps reveal what had 
to happen within the conscious of the consumers in order for them to become affected by this 
experiment. 
 
FIGURE 7. FIVE STAGES MODEL OF THE BKI CONSUMER BUYING PROCESS. 
 
 
Problem recognition 
 
The primary step was rather necessary for the experiment on the grounds that it was producing 
external stimulation, while provoking the consumer to feel the need or desire to have a cup of coffee. 
The external nudge stimulation was trying to motivate the consumer to buy coffee. The smell and a 
view of the stand were impacting the consumer’s mind in order to emphasize that there exists a wish 
to purchase and consume coffee. The coffee scent and the stand were engaging the brand in the 
process too to persuade the consumer to think about the BKI coffee. This part of the process was 
very essential because coffee purchase only commences when the consumer has a strong motivation 
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or a need to have BKI coffee and drink it at home. So the smell and the view were trying to 
implement this part. 
As stated in the theory, the urge to consume coffee may be affected either internally or externally. 
The experiment along with the coffee scent was organized to merge human’s internal needs such as 
thirst. On the other hand, a need or a desire to possess a commodity, can arise to the products which 
consumer wants to have, but according statistics provided from Fakta after experiment could be seen 
that BKI coffee sales were extremely huge a month before the experiment. The questionnaire (figure 
10) revealed that the most common explanation to why the respondents did not buy coffee during the 
experiment was that they still had some left at home. More than 93% of the respondents selected that 
answer, which explains the reality of why there was such a limited amount of people purchasing 
coffee during the entire process of the experiment. Furthermore, this may be one of the reasons why 
nudge did not influence the consumers’ incentive to purchase BKI coffee. The nudge experiment 
with the coffee scent may have influenced consumers to think and provoke their thirst, however if 
the consumers already had coffee at home, this most likely meant that they had a tendency not to 
purchase coffee and thus consume the remains at home.  
 
Information search 
 
The consumer is perpetually acknowledged with a bit of information in respect to the product on 
his/her own prior to purchasing the commodity. It was also essential while making coffee purchase 
decision during the experiment. Knowledge regarding BKI coffee was provided with a reason to 
select and purchase a product. The information for the consumer was provided in two different ways: 
commercial and experiential. The commercial way occurred by interconnecting the brand of BKI 
with a stand as well as the scent of coffee in Fakta. The experiential part of the information was 
given by providing something that the consumer alone could experience, in this case, such as the 
scent of coffee. As noted in the consumer behaviour theory, the information source which was 
provided by the coffee scent experience was to a greater extent memorable and influential. This was 
the core component of BKI coffee concurrently with the experiment, which the consumers were 
more sensitive to. The component was granting an additional knowledge to the individual consumer, 
which he/she would normally never experience in the environment of a grocery store. The 
experiment provided an opportunity for the Fakta costumers to figure out the information, which let 
them know the scent of BKI coffee, where according to the questionnaire we could see that around 
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29 % of people became more aware of the brand after the experiment (see figure 25, the calculation 
was done, when counting total percentage of the responders who were not aware about the brad 
before divided by the people who got acknowledged after the experiment). 
Senses such as vision or smell can be interpreted differently by the individual person. For instance   
one person may enjoy the smell and enjoy the sight of coffee, whereas others may have contradicting 
perceptions of the coffee. This equally appeared to be the case during the experiment. As seen in the 
figure 15, approximately 80% of the respondents were fond of the coffee smell and noticed it as they 
entered Fakta, however roughly 21% responded that they noticed it but disliked BKI coffee (extra). 
This signifies that this form of information can be evaluated otherwise by the individual respondent, 
and thus the purchase decision may be positive or negative.  
Although the information provided was absorbed positively and consumers still decided not to 
purchase BKI coffee, it could be beneficial for BKI, as more people may buy the brand in the near 
future. Figure 16 illustrates that 85% of the respondents felt and liked the smell, yet chose not to 
purchase it anyway (this is without considering the nudgable target). This advantage has, in further 
detail, been elucidated in the section of the Hypothetical Map picture, analysing the associations 
created in connection to BKI's brand within the consumer’s conscious, which is hidden in their 
memory and recalled again when needed. 
 
Evaluation of alternatives 
 
The following step for the consumers amidst the experiment was to take into account the collected 
knowledge regarding BKI's brand, by connecting it with knowledge about alternative brands and 
commencing an evaluation process in line with their needs. Here the consumer had to count 
advantages and disadvantages of each brand in Fakta, while creating the list of preferences until 
making the final purchase decision. The assessment is based on all the influences, which are 
prioritized by the consumer. The criteria’s about the coffee brand was equally discussed in the 
beginning of this chapter.  
Figure 5 depicting how the respondents selected and assessed BKI coffee compared to the other 
brands sold in Fakta. This set could vary depending on a person and his/her needs. For instance if a 
person was affected by the smell of coffee, liked it and was feeling a need to purchase coffee in 
Fakta, his/her set could be generated similar in the conscious. The consumer was affected by the 
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stand and felt the need to purchase coffee; he/she went to the coffee shelf and saw what type of 
coffee do the store sells. Consequently, brand awareness transpires and the consumer decides that 
he/she needs organic or fair-trade products or perhaps a product that he/she might never tried 
previously. As brand awareness occurs the consumer begins to reject undesired alternatives. Finally, 
the consumer has a few options of coffee left and thus makes the final purchase decision. An 
example of this may be that the consumer was fond of BKI's coffee scent and enjoyed the sight of the 
stand and therefore deciding to try out the product at home. Peter Larsen and Nescafe was in the set 
until very last, or maybe for some persons and the purchase decision, as Fakta offered distinctive 
commodities of these brands, meaning that those brands were able to match the majority of the 
respondents criteria than BKI. This may be the main reason as to why BKI was not purchased as 
often as the other brands.  
 
FIGURE 8. SUCCESSIVE BKI COFFEE CHOICE SET EXAMPLE 
 
The coffee consumers’ assessment of BKI coffee transpires through brand knowledge and brand 
experience, engendering brand attitude and beliefs regarding the brand, which later on will be 
basically impossible to alter. Consequently, the experience the consumers had with BKI in Fakta 
could remain rather strong for a long period of time without alterations. If consumers had a bad 
experience with the smell they will be able to remember it and therefore end up purchasing a 
dissimilar type of coffee in the future. The questionnaire revealed that there existing an enormous 
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difference and that consumers were more likely to enjoy the smell of BKI coffee. This signifies that 
they will recognize it positively when making their future purchase; e.g. figure 18 demonstrates that, 
54% of the respondents who chose not to purchase coffee smelled and like the scent, and that 68% 
buy coffee in supermarkets (see figure 0,4).  It is possible that some of the respondents already had 
an attitude or a belief about BKI's brand; figure 20 reveals that about 80% of the respondents were 
aware of the brand prior to the experiment, which means that 80% of the respondents are not able to 
be strongly affected by the experiment, as they already had their own perception of BKI's brand.  
 
Purchase decision 
 
The final decision about the coffee purchase could be affected by various reasons. For instance, if a 
person wants to commence a healthy way of living he/she would presumably select organic coffee, 
however if he/she enjoyed the smell of BKI coffee, the decision would be most likely be based on 
that. According to the theory, the last decision to purchase BKI or not was based on rational thinking, 
thus although the consumer after feeling the smell began to think irrationally about coffee and the 
urge to purchase it, the last decision was assessed and made by their conscious and rational thoughts. 
The smell and visual stimulation of BKI coffee could provoke the desire to please their need, 
however after searching and evaluating benefits from it and how it could satisfy their desire; they 
were able to select other brands as a substitute or perhaps not selecting any of the available coffee 
brands in Fakta at the time at all. This may have been a result of that they were easily pleasing their 
needs with the coffee they purchased a while ago and still have some remains left.  
 
Post Purchase behaviour 
 
In this step the consumer is able to actually assess if the taste was equally as likable as the coffee 
scent, which was provided during the experiment in Fakta, and to further strengthen their attitude and 
beliefs about BKI's coffee brand. According to this evaluation coffee consumers can decide if they 
are enough of knowledge or they need to find out some more information to create the total attitude 
towards the BKI brand and finally decide if they are going to be loyal and purchase it again. More in 
depth about how the benefits of the experiment can create loyalty towards the brand will be 
discussed in the next section of the analysis.   
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5.4 Analysis of consumer brand theory 
 
In the section of the consumer brand theory regarding brand equity, we found that in order for 
companies to obtain a strong brand equity they need to incorporate brand awareness, brand attitude 
and brand loyalty. When relating this to our experiment, the results of the inquiry reveals clear 
relation between brand experience and brand awareness; for instance 27 % of non-coffee consumers 
became aware of BKI coffee during the experiment after they noticed our BKI coffee stand.  
 
Graph 15 – 79,03 % of non-coffee consumers, as the experiment took place, were attracted by the 
smell, however they chose not to buy it due to their selected brand preference. Our interpretation of 
this is, that these individuals are loyal to other brands, and this illuminates the difficulties of altering 
consumers brand preference, and thus the issue in creating brand loyalty towards BKI coffee through 
nudging and experiential marketing.  
 
The loyalty towards other brands is furthermore depicted in graph 5, where Nescafé is the most 
popular brand between the preferences of respondents who chose to purchase coffee, during the 
experiment, as 23,26 % prefers to purchase this brand. On the other hand, consumers who selected 
the cheapest as well as various brands are interpreted as being unloyal towards any brands. This can 
be exemplified, in graph 6, with the consumers who selected the cheapest as they prioritize price 
rather than quality and consumers who purchased various brands did not have a particular brand 
preference. The majority of consumers who selected and purchased the cheapest brands were 
revealed to be 9,02% consumers of the age 'up to 30', which means that a mass of young people 
prioritize price over quality, taste etc.  
 
Graph 6 equally illustrates that non BKI consumers (consumers who purchased products from 
distinctive brands as the experiment took place) mainly preferred and were loyal towards the brands 
Nescafe and Peter Larsen, which both produce Instant coffee.  
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In the theoretical framework of brand consumer theory, we explained that brand awareness begins by 
allowing the consumer acquire knowledge regarding the brand, due to the fact that it possess' a 
comprehensive influence on consumer's brand alternative. This signifies that coffee brands such as 
Nescafe and Peter Larsen has built up strong brand equities in comparison to BKI coffee, as more 
consumers are aware of these brands, have a positive brand attitude towards them and thus brand 
loyalty is generated between the consumer and the brands.  
 
One of the reasons why non-BKI coffee consumers have listed Nescafe and Peter Larsen as they 
choice of preference, may be due to components such as quality and taste, reasonable prices, fair 
trade/corporate social responsibility etc.  
As we stated in the consumer brand theory, brand attitude transpires when brand knowledge is 
ensured as it leads to the increment of brand association and consumer judgment. In addition, brand 
attitude refers to the evaluation of the brand, which represents the consumer’s actions and behaviour 
when they determine their brand choice. As the consumer builds a strong positive attitude towards its 
brand of preference the consumer equally becomes loyal to that specific brand.  
Graph 31 portrays the number of respondents, (non BKI consumers), who were aware of BKI's 
coffee brand before the experiment took place; namely that the majority, which is a total of 73,33% 
who were not aware of the brand, whereas the total amount of respondents who were already aware 
of BKI's coffee brand before the experiment was revealed to be only 26,26 %. Furthermore, it is 
depicted in the graph that the majority of respondents who were not aware of BKI coffee before the 
experiment were not above the age of 60, which signifies that a mass of young non BKI consumers 
are unaware of the brand.  
On the contrary, graph 6 illustrates the immense bundle of young coffee consumers, whose choice of 
preference revealed to be Nescafe (23,36 %), various brands (15,58 %), the cheapest (13,12 %) and 
Peter Larsen (12,3 %). The core incentive to why young coffee customers may prefer to select and 
purchase Nescafe, could be due to elements such as that the brand provides Instant coffee, which was 
sold in Fakta as opposed to BKI's own instant coffee product which the store, due to unknown 
reasons, is not selling.  
As a result of the above-mentioned graph, our interpretation of why a greater part of the respondents 
were selecting Nescafe as their choice of preference, is for the reason that Nescafe has built a strong 
brand equity seeing that the brand has an extensive amount of loyal consumers. Nescafe has 
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managed to build a well-known brand name, and hence the owner of Nescafe's brand is able to 
produce more money from commodities with Nescafe's brand name rather than if the brand name 
was known to a limited extent, considering that consumers assume that a commodity with an 
infamous brand name is of higher value compared to brands with restricted recognition. Nescafe's 
consumers have thus been able to shape their own perception of the brand as they generated brand 
knowledge which have led to brand association and hence consumer judgement. The consumers of 
Nescafe have created a positive brand attitude, which engenders the repetition of purchasing brand 
products and hence brand loyalty is initiated.  
When reading graph 25, it demonstrates the magnitude of respondents who were aware of BKI 
coffee prior to the experiment, which are 76,92 %, whereas 20,88 % were unaware of the brand. Out 
of the 28,88 %, 14,84 % were unaware of BKI previously and still are, whereas only 6,04 % were 
unaware of the brand before the experiment occurred and thus became aware subsequent to the 
experiment.  
Graph 26 equally illustrates the amount of coffee consumers who were aware/unaware of BKI's 
coffee brand subsequent to the experiment. A total of 78,57 % of the coffee consumers were already 
aware of BKI's brand prior to the experiment, whereas 56,04 % of them buy coffee in the 
supermarket, only 17,03 % do not drink coffee at all and 3,30 % buy their coffee from coffee shops. 
As a result of this, we can interpret that the majority of the coffee consumers select and purchase 
their coffee from Danish supermarkets, which means that there is high competition between the 
several supermarkets, as they have a several products from different brands and the individual 
consumer is able to make the coffee by themselves for a cheaper price rather than if they purchase 
coffee for high prices in the coffee shops and may not be able to get the coffee made the way the 
consumer like his/her coffee.  
Furthermore, the graph 26 shows that only a total of 14,83 % of the coffee consumers were unaware 
of BKI coffee prior to the experiment and were still unaware of the brand subsequent to the 
experiment. On the contrary, the graph depicts the fact that only a total of 6,6 % of the respondents 
were unaware of BKI previously; however they became aware of the brand consequent to the 
experiment.  
 
Accordingly, BKI coffee should take into consideration to build stronger brand equity by making the 
consumers more aware of the brand, which is equally done through brand engagement. The 
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consumers of BKI will thus be able to create a positive brand attitude, and this way they will keep 
purchasing the products of the brand as well as recommending the brand to acquaintances which will 
enhance the awareness of the brand. Therefore, brand equity can be perceived as a continuing circle 
that will generate increased brand loyalty.  
  
Nudging consumer behaviour in the retail channel 
  
60 
 
6. Recommendations for BKI 
 
After analysing the experiment results and taking into consideration the characteristics of the retail, 
we recommend the following points for BKI in order for them to increase their sales in Fakta. 
It was found that customers in Fakta do not have various choices of coffee in specific categories, 
such as instant, fair-trade and organic because Fakta only sells one or two brands, however BKI also 
produces coffee of these categories. This is an opportunity to BKI of increasing brand awareness and 
motivating product purchase. Moreover, the shelves’ organization in Fakta could be improved for the 
brand by changing BKI product location from the lowest shelf to the middle, which gives greater 
visibility to the brand and thus increased customers’ attention.  
These two points could be achieved through collaboration agreements between the brand and the 
supermarket that assure wide product purchase (in term of categories) and better product location. 
Note however that the agreement should not only assure a good location in shelves but also avoid 
positions that might confuse customers such as being located next to a brand like Kharrat, which has 
similar package and price to BKI. 
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7. Conclusion  
 
The predominant objective of this research was to examine the issue „How can nudge help a brand 
in the retail channel to engage with consumers, affect their behaviour and benefit from it?”. The 
theoretical framework was utilized to altercate and analyse the issue of whether nudge is able to 
significantly affect consumer behaviour in the retail industry towards a specific brand and whether 
the brand would benefit from applying the nudge principle. In order to investigate this issue, an 
experiment with BKI coffee brand was made in Fakta near Trekroner St. (Denmark) in which we 
implemented a sensorial intervention (visual and olfactory stimulus) with the aim of providing brand 
experience and thus affect coffee consumers behaviour.  
Even though people in the retail buy based in convenience and price, brands can take advantage of 
the limited time that customers spend in the store by affecting what they cannot ignore: senses. The 
results of the experiment permitted us to conclude that one way for a brand to engage with 
consumers in the retail is by trigging not only their visual but also their olfactory senses. This can be 
achieved through nudging, as it does not take extra time of what customers expect and functions 
without forcing them to be involved. Note however that the behavioural response depends on how 
the intervention is perceived by the customers and other internal factor of customers such as believes 
needs and desires. 
 
The desired behavioural response in our experiment was the purchase of a specific coffee brand, 
BKI. The analysis results revealed that the effect of the nudge on customers’ purchase decision was 
affected by their lifestyle (whether they drink coffee and where they buy it from), their need of 
coffee and their perception of BKI, of the other coffee brands and of the external stimulus. If they did 
not drink coffee, the nudge did not make them like the coffee just because of the fact they like the 
smell or because the stand caught their attention. Likewise, the nudge was designed to affect retail 
coffee shoppers, therefore even though they admitted to drink coffee and to being attracted by either 
the smell or the stand, it was not possible to change their habits like shopping in their favourite 
coffee shop or buying it only from the website that offers them the best price for example. Because 
those habits are strongly positioned in customers’ mind as they were acquired through experiences 
they lived in long periods of time.  
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Customers’ perceptions also dictate their behavioural responses towards the nudge. Customers that 
knew BKI brand before and did not have a positive brand attitude towards it (due to perception of 
taste, quality and/or price for example) could not be nudged even though they accepted the olfactory 
stimulus was pleasant and that they got attracted by the stand. The same happened with customers 
that mentioned that they were loyal to other brands or to other points of sale (specialized stores and 
internet). Parallel to that, customers that answered not to know BKI and not being loyal to a 
particular brand/point of sale could not be nudged because their perception of the stimulus was 
negative, they perceived the smell as unpleasant or simply did not noticed the stand. 
On the other hand, nudging the purchase decision to BKI occurred when customers did have either 
no knowledge of the brand or good perception of it, as well as no loyalty to other brands. Survey 
results, also showed positive correlation for these customers’ decisions and their perception of the 
stand: they both got attracted visually and liked the smell. Thus, quantitative analysis proved that the 
nudge in our experiment successfully linked the brand and the intervention as planned: visually and 
olfactory. Meaning that the customers attracted by the stand and who liked the smell of coffee 
bought BKI coffee. Likewise the customers that either did not notice the stand neither the smell 
and/or did not like the smell did not buy BKI. 
Although sales are an important determinant of brand performance, nudge can also contribute to the 
long term brand equity development, as it generates awareness. Survey results showed that more than 
37% of the customers that did not know about BKI and that were part of our nudgable target, 
mentioned to be aware of it after the experiment. In order for BKI coffee to build a strong brand 
equity it requires the fulfilment of three levels; brand awareness, brand attitude and finally brand 
loyalty. As we found from our collected questionnaires, the majority of Fakta's coffee consumers 
were aware of BKI coffee prior to the experiment. We equally found that the majority of the 
consumers enjoyed the smell and/or the taste of BKI coffee; however a large amount of the 
consumers were not either fond of the smell and/or the taste, which means that BKI coffee needs to 
create an enhanced positive brand attitude in order to build up more loyal consumers.  
Thus, it is necessary that BKI coffee should take into account to uphold stronger brand equity by 
creating enhanced brand awareness, which transpires through brand engagement. Hence, the 
consumers of BKI will have the possibility to create a positive brand attitude, which will most likely 
lead to the consumers wanting to repeat purchasing the brand commodities and recommending the 
brand to his/her acquaintances. This process will enhance the awareness of BKI's brand. As a result, 
brand equity can be perceived as a continuing circle that will generate increased brand loyalty 
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towards BKI coffee. The increment of up surging brand awareness can happen through the 
application of nudge, which helps providing the needed brand experience.  
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8. Appendix 
A) Evolution of worldwide apparent coffee consumption from 2000 to 2010 in million 
bags of 60kgs 
 
 
Source:  (UNCTAD United Nations Conference on trade and development, 2012) 
 
B) World coffee consumption in 2013 
 
 
Source: Albert, 2013 
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C) Coffee Consumption Per Capita in 2014 
 
Source: Simpson, 2014 
D) Denmark’s hot drinks category market share distribution 
 
Source: www.marketline.com, October 2014, p. 10 
E) Denmark hot drinks market distribution share by value in 2013 
 
Source: www.marketline.com, October 2014, p. 10 
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F) Most valuable Danish brands in 2015, by brand value (in million U.S. dollars) 
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Source: www.statista.com 
G) Photographs of the stand: The stand was at the entrance. Behind the black board and 
the basket, we placed a stove that produced the coffee smell. The text “enjoy the smell of BKI 
“was placed in English and Danish language. 
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H) Photographs of the hot drinks shelves in Fakta: BKI’s competitors 
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I) Surveys  
1) Survey for non-coffee consumer: Fakta’s customers who did not buy coffee 
 
Gender: Male / Female 
Age: up to 30 / 30 – 60 / more than 60 
1) Do you usually buy coffee in the supermarket? 
a) Yes (go to 2) 
b) No (go to 3) 
 
2) If yes, which brand?  
______________________________________ go to 4 
3) If no why? ( go to 5) 
a) I buy it in the coffee shop (which one?__________________) 
b) I do not drink coffee 
c) I do not need it today 
d) I cannot afford it 
e) Other____________________________ 
 
4) Why did you not buy it today? 
a) I still have it at home 
b) I cannot afford it today 
c) Other ___________________________ 
 
5) Did you know BKI coffee brand before? 
a) Yes (go to 7) 
b) No (go to 6) 
 
6) Are you aware of BKI coffee brand now? 
a) Yes 
b) No 
 
7) Did you smell coffee when you came into the shop? 
      a) Yes  
      b) No (end of the survey) 
 
8) Did you like it?  
a) Yes 
b) No 
 
9) Why? 
a) Good 
b) Strong 
c) Too strong 
d) Other _______________________ 
2) Survey for coffee consumer (Not BKI): Fakta’s customers who bought other coffee brands 
Gender: Male / Female 
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Age: up to 30 / 30 – 60 / more than 60 
 
1) Were you planning to buy coffee before coming to the shop? 
a) Yes (go to 3) 
b) No 
 
2) Why did you decide to buy coffee then if it was not planned? 
a) Coffee smell attracted my attention 
b) Coffee stand attracted my attention 
c) You remembered it then you saw coffee in the supermarket 
d) Other______________________________________________ 
 
3) Did you know BKI coffee brand before? 
c) Yes (go to 5) 
d) No (go to 4) 
 
4) Are you aware of BKI coffee brand now? 
c) Yes 
d) No 
 
5) Why you did not choose BKI coffee? 
a) I usually buy another brand (which? _________________________ ) 
b) The taste 
c) Quality 
d) Price 
e) Because of other needs (other family member do not like it) 
f) Other__________________________________________ 
 
6) Did you smell coffee when you came into the shop? 
      a) Yes  
      b) No (end of the survey) 
 
7) Did you like it?  
c) Yes 
d) No 
 
8) Why? 
e) Good 
f) Strong 
g) Too strong 
h) Other _______________________ 
3) Survey for BKI consumer: Fakta’s customers who bought BKI coffee 
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Gender: Male / Female 
Age: up to 30 / 30 – 60 / more than 60 
1. Were you planning to buy coffee before coming to the shop? 
a) YES 
b) NO (go to 3) 
 
2. Which coffee brand were you planning to buy before coming to the shop? 
a) BKI 
b) Other (go to 4)______________________________________________ 
 
3. Do you usually buy BKI? 
a) YES 
b) NO 
 
4. Why did/do you choose BKI coffee? 
e) Smell attracted my attention 
f) The stand attracted my attention 
g) The taste 
h) Quality 
i) Price 
j) Because of other needs (other family member likes it) 
k) Other_____________________________________ 
 
5. Did you smell coffee when you came into the shop? 
      a) Yes  
      b) No (end of the survey) 
 
6. Did you like it?  
e) Yes 
f) No 
 
7. Why? 
a) Good 
b) Strong 
c) Too strong 
d) Other _______________________ 
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J) Fakta Sales Report 
1) BKI coffee sales between May 2014 and April 2015 in bags of coffee 
 
 
2) Sales of the weeks before - during - after the experiment in bags of coffee. 
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3) Merrild sales between May 2014 and April 2015 in bags of coffee 
 
 
 
4) Nescafé sales between May 2014 and April 2015 in bags of coffee 
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5) Gevalia sales between May 2014 and April 2015 in bags of coffee 
 
 
 
6) Karat sales between May 2014 and April 2015 in bags of coffee 
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7) Karat sales between May 2014 and April 2015 in bags of coffee 
 
 
8) Peter Larsen sales between May 2014 and April 2015 in bags of coffee 
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9) Savannah Lux Kenya sales between May 2014 and April 2015 in bags of coffee 
 
 
10) BKI and competitors sales between May 2014 and April 2015 in bags of coffee 
 
 
11)  All brands of coffee sales during the year 
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K) Appendix of the survey results 
Results of the survey of non-coffee consumers survey n°1   
 
 
 
 
 
 
 
 
 
 
 
 
 
 
DATE SAVANNAH MERRILD CAFÉ NOIR GEVALIA KARAT BKI PETER LARSEN NESCAFE TOTAL % by month
2014-05 4 32 34 48 57 8 121 166 470 9%
2014-06 5 24 49 73 80 25 63 175 494 9%
2014-07 7 27 40 47 58 40 86 115 420 8%
2014-08 14 44 70 63 24 49 117 84 465 8%
2014-09 10 9 10 205 78 105 84 97 598 11%
2014-10 8 21 25 7 70 88 96 113 428 8%
2014-11 8 25 29 53 29 44 84 91 363 7%
2014-12 8 7 12 18 23 45 70 98 281 5%
2015-01 8 43 48 31 94 62 62 97 445 8%
2015-02 5 18 30 22 34 106 49 86 350 6%
2015-03 9 23 17 29 76 249 45 114 562 10%
2015-04 17 66 13 73 81 63 124 171 608 11%
TOTAL 103 339 377 669 704 884 1001 1407 5484
% by brand 2% 6% 7% 12% 13% 16% 18% 26% 100%
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1) Percentages of respondents who usually buy coffee in supermarket by gender 
 
2) Percentages of respondents who usually buy coffee in supermarket by age 
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3) Percentages of respondents who usually buy coffee in supermarket by gender and age 
 
 
4) Preferences of respondents that answered to buy coffee in Supermarkets by genders  
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5) Preferences of respondents that answered to buy coffee in Supermarkets by age 
 
6) Reasons why respondents answered not to buy coffee in Supermarkets by gender  
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7) Reasons why respondents answered not to buy coffee in Supermarkets by age 
 
 
8) Distribution of other reasons why respondents answered not to buy coffee in supermarket  
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9) Reasons why respondents that usually buy coffee in Supermarkets did not buy it during the 
experiment 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
10) Distribution of “other” reasons why respondents that usually buy coffee in Supermarkets did 
not buy it during the experiment 
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11) Percentage of respondents who got attracted by the smell by gender and age 
 
 
 
 
 
 
 
 
 
 
 
 
 
12) Percentage of respondents who smell the coffee scent when they came into the shop 
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13) Percentage of respondents who smelled the coffee scent when they came into the shop by 
gender and age 
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14) Distribution of the scent perception from the respondents that smelled it when they came into 
the shop 
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15) Percentage of respondents who usually buy coffee in Supermarkets that smelled the coffee 
scent, their perception of it and the reasons why they did not buy it 
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16) Percentage of respondents who usually buy coffee in Supermarkets that smelled the coffee 
scent and the reasons why they did not buy it 
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17) Distribution of respondents by their perception of the coffee scent and their opinion of it. 
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18) Percentages of respondents who smell and like (or not) the coffee scent when they came into 
the shop by genders and ages 
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19) Percentages of respondents who knew BKI before the experiment 
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20)  Respondents’ distribution by previous awareness of BKI, coffee purchase in Supermarkets 
and reasons why they not buy in Supermarkets  
 
 
 
 
 
 
 
 
 
 
 
 
 
21) Respondents’ distribution by previous awareness and age 
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22) Respondents’ distribution by previous awareness of BKI and gender 
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23) Respondents’ distribution by previous awareness of BKI, age and gender 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
24) Respondents’ distribution by previous and current awareness of BKI 
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25) Respondents’ distribution by previous and current awareness of BKI, coffee purchase in 
Supermarkets and reasons why they not buy in Supermarkets 
 
Non BKI Consumers, Survey n°2. 
26) Distribution of respondents who bought other coffee brands by gender and age 
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27) Percentage of respondents who planned to buy coffee before coming to the shop and the 
reason why they decided to buy it if it was not planned 
 
28) Percentages of respondents who planned to buy coffee by gender and age 
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29) Percentages of respondents who knew BKI before the experiment by age 
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30) Percentages of respondents who knew BKI before the experiment by gender 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
31) Distribution of the reasons why respondents did not buy BKI 
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32) Distribution of purchase decision by brand 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
33) Percentages of respondents who smelled the coffee scent when they came into the shop 
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34) Distribution of respondents by their perception of the scent and their opinion about it 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
35) Distribution of respondents by planning buying coffee before coming to the shop, their 
perception of the scent and their opinion about it. 
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BKI Consumers, Survey n°3. 
 
36) Percentage of respondents who bought BKI by age and gender 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
37) Distribution of respondents by planning to buy coffee before coming in the shop and by the 
brand they planned to buy 
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38) Distribution of respondents that planned to buy other coffee brand and the reason why they 
chose BKI  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
39) Percentage of respondents who smelled and liked the coffee scent  
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NUDGABLE TARGET 
40) Consumers considered as a non-target  
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41) Distribution of nudgable target by their awareness prior and after the experiment  
 
42) Distribution of nudgable target that did not know BKI by their perception of the scent 
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43) Percent of respondents that did not buy coffee but smelled the scent, liked it and usually buy 
coffee in supermarket 
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44) Calculation of nudge effectiveness 
 
 
TOTAL CONSUMERS 
Respondents # Female Male Up to 30 30-60 Over 60 
Didn't buy coffee 362 179 183 159 177 26 
Bought other brands 15 7 8 6 5 4 
Bought BKI 2 0 2 1 1 0 
TOTAL 379 186 193 166 183 30 
People don't drink coffee 82 39 43 45 35 2 
People still have coffee at 
home 
223 114 110 87 113 24 
People only buy in Coffee 
Shops 
19 12 8 14 6 0 
Other reason why not in SM 14 6 8 3 11 0 
Nudgable target 41 15 24 17 18 4 
Planned to buy BKI 1 0 1 1 0 0 
Bought BKI 2 0 2 1 1 0 
Nudge to BKI from total 2% 0% 4% 0% 6% 0% 
Planned to buy other brands 10 3 7 4 4 2 
Bought other brands 15 7 8 6 5 4 
Bought coffee 17 7 10 7 6 4 
Nudge to coffee from total 15% 27% 8% 12% 11% 50% 
Planned to buy BKI 1 0 1 1 0 0 
Planned to buy other brands 10 3 7 4 4 2 
Total Planned 11 3 8 5 4 2 
Not Planned to buy coffee 6 4 2 2 2 2 
Nudge to BKI from planned 9% 0% 13% 0% 25% 0% 
 
Sources: Tableau Program 
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45) Total of responses for the surveys and percentages of respondents who smell – smell and like 
BKI coffee scent for all surveys. 
 
Number of answers 
 
   Survey non- consumers 362 
 Survey non-BKI consumers 15 
 Survey BKI-consmers 2 
 TOTAL 379 
 
   People who smell and like the coffee 
 
   Surveys percentages number of people 
Survey non- consumers 54,44% 197 
Survey non-BKI consumers 6,67% 1 
Survey BKI-consmers 100,00% 2 
TOTAL 52,79% 200 
   People who smell the coffee 
 
   Surveys percentages number of people 
Survey non- consumers 69,23% 251 
Survey non-BKI consumers 26,67% 4 
Survey BKI-consmers 100,00% 2 
TOTAL 67,71% 257 
 
Sources: Tableau Program 
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